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ouch Proofs 


Parents’ Magazine says its ex- 
pandable homes are now being 
built all over the country, and 
the birth statistics indicate they’ll 
continue to be needed. 


. coe, Mek. 


“George Burns tells how to 
keep sponsors happy,” headlines 
the world’s greatest advertising 
journal. mn, 

Why not pass the good word 
along to all Afra members? 


V7 V 


The latest advocate of bigger 
and better air conditioning is 
Tony Zale who, after losing his 
middleweight title to Rocky 
Graziano in the torrid Chicago 
Stadium, blamed his defeat on the 
heat. 


i 


“Fears that the insurance sales- 
man is passing from the American 
scene appear to be unfounded,” 
comments ADVERTISING AGE. 

Did you say “fears’’? 

ae 


When a medium addresses a 
public reply to a certain competi- 
tor, it usually takes pains to prove 
that the latter’s statistical claims 
are anything else but. 

7 an} = 


“You know your people. You 
know your doctors,” Justin Dart 
of Rexall tells his druggists, and 
no one will question their ability 
to deliver just what the doctor 
ordered. 

v , ed 


Capper -Harman-Slocum de- 
scribes its “golden crescent” three- 
state market as “rurally rich— 
politically powerful.” 

And everybody knows 
farmers like to talk politics. 

- a 


that 


“You write easily and irnag- 
inatively, but with a strict regard 
for truth,” says an agency de- 
scribing its ideal copy writer, who 
is expected to ride Pegasus with 
a stiff rein. 

ee ae 


A magazine idea man looking 
for a publisher says his project 

“safe gamble for right party.” 

Possibly one who knows how to 
cash the daily double. 


~~ 


An AA report says 60% of the 
publie relations firms admit they 
have a hand in selecting advertis- 

agencies, and the agencies 
would probably vice versa. 


ee, Ad 


According to a study of the 
Omaha World-Herald, all the 
women in its community now use 

bp, and not just for the clothes 

dishes, either. 


i ae 


Chat idea of M.*Glen Miller, 
is giving a sabbatical year to 
loyes who have served six, 
ibly won’t result in all agency 
oyes deciding to stay hitched 


ile longer. 
| 


good block will be thrown| 
now on at business obstacles 
ronting the Pepsi-Cola Bottling | 
mpany of Dallas, whose gen-| 
manager is Olaf Tackle. 


er 


Copy Cus. 


$2.000,000 Lever Tests 
Will ‘Prove’ Advertising 


Luckman Re-evaluates 
All Major Programs 
for Buyer's Market 


By LAWRENCE M. HUGHES 

CAMBRIDGE, Mass.—All the 
things which Charles Luckman 
did in his first year as president 
of Lever Brothers Company— 
drastic and sweeping as some of 
them were—merely cleared the 
decks for the real action. 

The nation and the soap indus- 
try will hear more from this quiet, 
blue-eyed, 38-year-old former 


This story, based on inter- 
views with Charles Luckman 
and other executives of Lever 
Brothers Company, is the first 
of two on the “transforma- 
tion” of this company since 
Mr. Luckman became its pres- 
ident on July 1, 1946. It deals 
with changes in Lever’s sales 
and advertising policies and 
methods. The second, on the 
company’s in-the-family rela- 
tions, will be published by 
AA next Monday. 


toothpaste salesman (and would- 
be architect) and from the new 
organization he has built in this 
year from his big  blue-tinted 
office in Lever House on the left 
bank of the River Charles. 

Rumors as to where Luckman 
is going range all the way -from 
ambassador to Italy to vice-presi- 
dent of the United States. 

The fact—for the present at} 
least—is that he’s going to sell 
soap. 


| 
| 
} 
} 


| 
Just a Soap Salesman 

To such queries, Chuck Luck- | 
man flashes a _ broad, white-| 
toothed smile (polished by Irium), | 
taps the bowl of one of his 300 
pipes, and says in effect that his | 
job (for which he is reported to} 
be paid $300,000 a year) is to win 
a lot of friends and influence a 
lot of people for Lever Brothers. 

“Shouldn’t that be enough, for 
now?” he asks. 

He has set out to win friends 
first among the 8,000 people who 
work for Lever, and for Pepso- 
dent and Lipton Tea, which it 
controls, and among the 250,000 
grocers and 50,000 druggists whom 
they supply. And now he'll be 

(Continued on Page 50) 


Lever Acquires 


Cigars... 
for the stars. See 
‘Ad-libbing’, Page 
12. Other features: 


Advertising Market Place 
Coming Conventions 
Department Store Sales 


Editorials 12 
Feature Page . 49 
Getting Personal . 56 
Information for Advertisers 12 


Photographic Review 
Private Lines _. 
Rough Proofs ... bh cnt s chewap s ! 
Salesense in Advertisin 
Voice of the Advertiser. . 


| sertion 


Ayer Cosmetics 
for $5,500,000 


Lewis Heads New 
Unit; Agency to 
Be Named Soon 


CAMBRIDGE, Mass.—Lever Broth- 
ers Company has paid $5,500,000 
for the 50-year-old business of 
Harriet Hubbard Ayer, Inc., New 
York, AA was told. Ayer’s gross 
sales have been running above 
$6,000,000 annually. 

The cosmetics firm was owned 
outright by Mrs. Lillian S. Dodge, 
widow of B. P. Thomas, who was 
president of Ayer until his death 
in 1918. It will be operated as a 
separate and independent unit of 
Lever Brothers under Ralph P. 
Lewis, as president. Mr. Lewis 
has been vice-president in charge 
of sales of Elizabeth Arden Sales 
Corporation, New York. 


Agency to Be Named 


A new advertising agency for 
Ayer probably will be chosen 
within a fortnight. The United 
States, Canadian and English di- 
visions of this company have been 
handled by Catharine Oglesby, 
Ltd., New York. Ayer has been 
spending about $500,000 annually 
in advertising. 

This acquisition marks the sec- 
ond time in three years that Lever 
has acquired an American com- 
pany. In 1944 it bought Pepso- 
dent Company, Chicago, of which 
Charles Luckman was president. 
For the past year Mr. Luckman 

(Continued on Page 65) 


Out of California come reports of 


a rare treat m in beer... 
the 


ACME GOES NATIONAL—This four- 
color page in the Aug. 4 issue of Life 
will mark the entry of Acme beer in 
the national market. Brisacher, Van 
Norden & Staff. San Francisco, is Acme 
Breweries’ agency. 


AA Readers Get 
New Retail Price 
Analysis Monthly 


Price and Promotion 
Trends on Important 
Items to Be Shown 


New YorkK—With this issue Ap- 
VERTISING AGE presents a new 
service to readers—a report on 
interesting price trends in the re- 
tail field. 

Through a special arrangement 
with George Neustadt, whose or- 
ganization has measured consumer 
goods advertising in nine key 
cities since 1932, in order to sup- 
ply retailers with a knowledge of 
the price levels which are being 
given the most advertising promo- 
tion, Mr. Neustadt’s figures on 10 
key commodities will be presented 
to ADVERTISING AGE readers once 
each month. The first figures, 

(Continued on Page 62) 


Last Minute News Flashes 


Daniels Directs Chicago Copy for Y&R 

Cuicaco—Draper Daniels, with the New York staff of Young & 
Rubicam for several years, has been named copy director in the Chi- 
cago office of the agency. Prior to joining Y&R, Mr. Daniels was a 
copy supervisor at Kenyon & Eckhardt and copy group head at Mc- 


Cann-Erickson. 


Turpentine Group Renews Prewar Campaign 
VaLposta, GA.—American Turpentine Farmers Association, through 
Eastman, Scott & Co., Atlanta, will spend $60,000 this summer to an- 


nounce that “Gum turpentine is back.” 


Insertions of one page or 


more will be scheduled in 10 business publications, with insertions of 


46 lines to full pages in 12 consumer publications. 
and $10,000 will be spent in radio for the summer. 
| campaign, begun in 1939, is being renewed and expanded this year. 


Between $5,000 
The original 


Corn Products Runs Test for Niagara Starch 


New YorK—Corn Products Refining Company is*conducting an in-| 


troductory test campaign using newspaper, radio and car card adver- 


tising for Niagara, its new cold water starch. 
the city selected for the experimental drive, which will continue for 


South Bend, Ind., was 


10 weeks, through C. L. Miller Company. 


New York Central Ad Tells Hertz Tie-up 


New YorK—New York Central Railroad is running a one-time in- 


in about 


Ur-Self system on the theme, 
by car.” 


15 on-line cities 
| through Foote, Cone & Belding, to announce its participation with 
| other major railroads of the country in a tie-up with the Hertz Drive- 
“Get there by train. . 


between Boston and St. Louis, 


. Get around 


(Additional News Flashes on Page 67) 


NAEA Rate Proposal 
Draws Sharp Fire 


from Retailers 


NRDGA Raps 'Censor* 
Provision; Egan Calls 
Protest ‘Puzzling’ 


New YorK—When the News- 
paper Advertising Executives As- 
sociation adopted a resolution at 
its summer meeting in San Fran- 
cisco, calling for members to bill 
retail advertisers featuring maga- 
zines at the general rate, (AA, 
July 14) some of the delegates 
were quick to point out that re- 
tailers wouldn’t like it. 

The proof came last week when 
Lew Hahn, president of the Na- 
tional Retail Dry Goods Associa- 
tion, unleashed a scathing denun- 
ciation of the resolution, which not 
only demanded to know by what 
right the newspapers interfered 
with their advertisers, but ques- 
tioned the efficiency of newspaper 
advertising and darkly hinted that 
the NAEA action bordered on re- 
straint of trade. 

“What are we coming to?,” 
fumed Mr. Hahn. “It is still the 
retailer’s advertising. The re- 
tailer will only mention the maga- 
zine or the radio program or the 
film or play for one purpose only— 
to help him sell goods—not to 
boost the business of these other 
enterprises.” 


Thought Papers Were Interested 


The NRDGA head continued, “In 
our innocence, we had always sup- 
posed newspaper advertising ex- 
ecutives had a direct personal in- 
terest in seeing that advexising 
space purchased by the retailer 
actually moved merchandise. What 
can have happened to make these 
enterprising advertising executives 
believe they can afford to place 
limitations upon the retailer’s use 
of the space he buys?” 

He recalled that some time ago 
a department store head said he 
could trace less than 1% of the 
store’s sales to newspaper adver- 
tising. While most stores have 
not had such poor results, Mr. 
Hahn went on to report that “there 
are not many stores which have 
found newspaper advertising as 
productive of business as the sell- 
ers of newspaper advertising like 
to claim.” 
| “Are we now to assume,” he 
| asked, “that this policy (of assist- 
| ing advertisers to get results from 
|space) has been reversed and it 
|has become the endeavor of the 
|advertising executives to place a 
| limiting censorship on the copy of 
| users, to prevent them from mak- 
ing most effective use of their 
space?” 


‘Is This Freedom of the Press?’ 


Conceding that NAEA probably 
had the benefit of counsel, Mr. 
Hahn hinted that “we cannot help 
wondering whether the freedom 
of the press includes the freedom 
to adopt resolutions which may 


have the effect of agreements to 
raise the prices of their products.” 
It seems to Mr. Hahn that 
“such action, in concert, by news- 
(Continued on Page 64) 
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Appoints Allied 
Allied Advertising Agencies, | 
Los Angeles, has been ee 


to handle advertising for the| 
Southern California Industrial | 
Exposition, scheduled for Aug. 


16-24 in the Pan Pacific, Audi- 
torium, Los Angeles. utdoor | 
posters and radio announcements 
are being used. 


Opens Coast Office 

Madison Advertising Company, 
New York, has opened an office at 
600 S. Hobart Ave., Los Angeles. 
William M. Ade is vice-president 
in charge of the office, with Sey- 
mour L. Gibson as branch man- 
ager. 


Senate Confirms 
Ayres for FTC; 
Bruce Approved 


WASHINGTON — The Senate last 
week somewhat surprisingly con- 
firmed the nomination of 80-year- 
old William A. Ayres, Kansas 
Democrat, for reappointment to a 
third seven-year term as a mem- 
ber of the Federal Trade Commis- 
sion. 

Several Republican senators 
earlier had expressed desire for 
time to inquire into several as- 
pects of the reappointment. Al- 
though the nomination was unani- 
mously approved by the Senate 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Illinois 


interstate commerce committee 
previously, it was with the under- 
standing that Commissioner 
Ayres’ nomination would not be 
acted on until the next session of 
Congress (AA, July 21). 

When the commerce committee 
met again last Tuesday, the Re- 
| publicans who had asked for time 


to make inquiries announced that 
they had been completely satisfied 
with Mr. Ayres’ nomination and 
were willing to vote for his con- 
firmation. 

Mr. Ayres was a congressman 
for 12 years before starting serv- 
ice with the FTC 14 years ago. His 
nomination by President Truman 
is generally regarded as eliminat- 
ing any possibility. that Commis- 
sioner Lowell B. Mason, champion 
of trade practice conferences and 
industry codes, would get a clear 
majority on the five-man commis- 
sion. 

The Senate also confirmed last 
week the nomination of David K. 
E. Bruce, of Virginia, to be As- 
sistant Secretary of Commerce. 


Schedules Fall Market 


The 45th semi-annual market 
of the Chicago Fall Market-Wide 
Opening will start Aug. 4. This 
show, which is sponsored by the 
Chicago Association of Commerce 
and Industry,’ has not been held 
since before the war. 


Uses Newspaper Color 

Neiman- Marcus, Dallas, has 
launched a series of color ads 
which will run once or twice 
a week in the Dallas Morning 
News. “It’s a good way of accent- 
ing the fact that color is a big 
thing in the fashion picture now,” 
says Virginia Sisk, advertising 
director. 


Stone Joins Rogel 

Max Rogel & Associates, New- 
ark, has appointed Betty R. Stone, 
formerly with the publicity depart- 
ment of L. Bamberger & Co., New- 
wark, as associate director of press 
relations. 


OAI Moves Martin 


Outdoor Advertising, Inc,, New 
York, will transfer Edward T. 


Martin Jr., from Seattle to the 
Los Angeles office, effective 
Aug. 1. 


Joins Buchanan & Co. 
Helen McKay, formerly with I. 

Magnin Company, Hollywood, has 

joined the copy staff of Buchanan 


& Co., New York. 


Sunday, too! 


... another maj 


producer, ‘ with 


679,410 circulation,“ 
the Advertiser ‘ike- 
wise reaches an all- 
} . still 
lowest 


time high... 
offers the 


milline rate of 


newspapers in New 
England on Sunday. 
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_ REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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BOSTON 


Advertising Age, July 28, 1947 


Hempstead Takes 
Eureka Account 
to Casler Agency 


RocHESTER—Stewart, Hanford % 
Casler here has changed its name 
to Casler, Hempstead & Hanford, 
with the addition 
of Henry M. 
Hempstead, for- 
merly with Gey- 
er, Newell & 
Ganger, as a 
partner. 

Headquarters 
of the 42-year. 
old agency will 
be continued 
here, and a new 
branch will be 
opened shortly 
in Chicago at 743 N. Wabash Ave. 

At the same time, it was an- 
nounced that Eureka Williams 


H. Hempstead 


_| handled the Williams Oil-O-Matic 


Corporation, maker of vacuum 
cleaners, electric irons, oil burn- 
ers and White Cross appliances, 
has named Casler, Hempstead & 
Hanford to handle the entire ac- 
count. Formerly Eureka division 
advertising was handled by 
GN&G, while the agency here 


account. 

Mr. Hempstead served with the 
Geyer agency for seven years, first 
as an executive on the Nash-Kel- 
vinator account and later vice- 
president and general manager of 
its Detroit office. Previously he 
had served with several Detroit 
agencies and advertisers. 

Mr. Casler, president of Casler, 
Hempstead & Hanford, joined the 
agency here in 1926, after serving 
as advertising manager of De- 
Forest Radio Company. 


Appoints Tullis Agency 
Tullis Company, Los Angeles, 
has been appointed to handle a 
campaign for the 35 products in 
the dried fruit and vegetable line 
of Venus Packing Company, Los 
Angeles. Plans include extensive 
use of Coast and national radio, 
magazine, newspaper, outdoor and 
point-of-purchase advertising. 


office 
sizeak 
tions. 
suppl 
Publishes New Daily 
Russell A. Wheelock, former ad- 
vertising manager of the Cale- 
donian Record, St. Johnsbury, Vt., 
has begun operation of the St. 
Johnsbury Daily News, newest 
daily, and third morning news- 
paper in the state. He is owner, 
publisher and advertising man- 
ager. 


tising 


agen 
with 


vertis 


Appoints Buente 


Van Besta Company, Brooklyn, 
manufacturer of prepared dessert 
mixes, has appointed George P 
Buente, Inc., New York, to handle 
its account. Test campaigns, us- 
ing newspapers and radio, are be- 
ing conducted in New England. 


Paper is scarce and valuable 
... avoid hoarding and waste 
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HOTOGRAPHED at his desk is E. S. 
Barlow, President, Barlow Advertising Agency, 
Inc., Syracuse, N. Y., who comments below on 
his personal study of your Institutional Market. 


AN 


at i 

HE INSTITUTIONAL FIELD is a rich market for both 
new and repeat business. Its separate components are sharply outlined and cata- 
logued, easy to reach and service, and always on the look-out for good products. 
Advertising appeals slanted at the needs and problems of institutions are carefully 
read and evaluated by key personnel, ranging from the superintendent, manager or 
owner down through head nurse, dietitian, housekeeper or laundry manager. 

"| base these remarks on long and detailed study. Among our accounts, this 
office handles the advertising of seven well-known national manufacturers who do a 
sizeable business with hotels, restaurants, clubs, hospitals, schools and other institu- 
tions. One of these manufacturers is everywhere recognized as the outstanding 
supplier of the institutional field; three others hold commanding positions. 

"Their every-day experience proves that factual, helpful, well-informed adver- 
tising rings a bell in the mind of the institutional manager. 

"That's the kind of advertising | was brought-up on. In launching my own 
agency in Syracuse, | tried to indoctrinate every member from the office boy up 
with the philosophy of that kind of advertising. 

"| don't by any means discount the influence of sentiment and emotion in ad- 
vertising. We are just as quick to say it with pretty pictures as the next man when 


tions which make up the institutional field 


. A DVERTISING A 


INSTITUTIONS MAGAZINE . 
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DVERTISING 


) © Hotels ¢ Industrial Cafeterias  * Office Buildings 
4 © Restaurants ® Schools e Clubs 
| © Hospitals * Colleges ¢ Jobbers, Dealers 
' © Railroad Systems * YMCAs, YWCAs ¢ Other Public and 
© Air Lines © Government Agencies Private Institutions 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 
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the product requires or éllows. But we do recognize in our institutions advertising that 
the institutional manager lives in an environment geared to practicality. So we talk 
to him in practical terms." 

The Institutional market to which Mr. Barlow refers in the foregoing is now being 
resurveyed by INSTITUTIONS Magazine. Returns from key individuals among the 
more than 50,000 hotels, hospitals, schools, colleges, restaurants, and other institutions 
reached by INSTITUTIONS Magazine indicate that this market, today, totals well 
over eleven billion dollars. This amount will be expended for new construction, req 
modeling, refurnishing, re-equipping and redecorating. This figure is even more im- 
pressive when it is realized that the regular expenditures for food, maintenance and 
supplies are not included. 

As the only publication designed expressly for, and reaching all the various 
segments of the institutional field, INSTITUTIONS Magazine offers, each month, the 
most practical, effective and economical medium through which to place product 
information before the key buying and specifying factors in the field of mass feeding 
and mass housing. If you do not have complete information on this market or the 
only publication which serves it in its entirety consult your Advertising Agency er 
write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois. 


BNEW FACTS ON BONED 


BONED FROZEN MEAT 


See Story, Pege t 


Employ Industrial 
in Food Service} 
Sanitarian Advises } 


Operators on Better H 
Zs Simmer Sanitation 
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Seagram Will Use 
Courts to Enforce 
Fair Trade Prices 


New YorkK—Salesmen of Sea- 
gram Distillers Corporation and 
its affiliated companies are telling 
package store proprietors in the 
metropolitan area that the com- 
pany will enforce vigorously its 
fair trade prices, to the extent of 
law suits if necessary. 

The move is obviously one to 
stabilize liquor prices in this area, 
where retailers have been cutting 
prices. Earlier price wars have 
tended to start at wholesale levels. 

Seagram has retained a shop- 


KNIT GOODS WEEKLY 


GE MADISON AVE.» NEW YORK 10, N.Y. 


;ping service to check stores and 
|report violations. Heretofore, such 


a service has been engaged only 
to obtain the usual type of com- 
petitive information. 

Trade reports indicate that rea- 
sons behind the move are three- 
fold: to demonstrate the Seagram 
belief in fair trade, to give the 
State Liquor Authority proof of 
| good faith on the part of the dis- 
tiller, and to educate retailers on 
the benefits to be obtained from 
rigid observance of the fair trade 
law. 


Showalter Changes 


David R. Showalter, formerly 
of Showalter, Singer & Tischler, 
has joined Klitten & Thomas, Ad- 
vertising, Los Angeles, as account 
executive specializing in retail 
promotion and consumer advertis- 
| ing. 


Tea Garden to BBDO 

Tea Garden Products, San Fran- 
cisco, preserves, jellies, syrup and 
other products, has appointed Bat- 
ten, Barton, Durstine & Osborn to 
handle its account. 


Paper Production 
‘Sets Peaks for 
May, 5 Months 


WASHINGTON — May production 
of pulp, paper and paperboard 
|reached record peaks, and pro- 
duction and sales during the first 
five months of 1947 were also at 
record highs, the Department of 
|Commerce revealed Friday. Paper 
‘and paperboard production in 
May amounted to 1,834,000 tons, 
bringing the first five months’ out- 
put to 8,780,000 tons. This was 
12% above the total for the same 
months of 46. 

Production of 1,049,000 tons of 
wood pulp in May brought the 
first five months’ production to 4,- 
| 970,000 tons, 16% above the out- 
| put during same months last year. 

Production of newsprint by 
U. S. mills, January through May, 
1947, was 13,000 tons or 4% higher 
than in same months last year. The 
unexpected increase resulted from 
improvements to existing equip- 


ment and its more efficient use, 
and from restoration or conver- 
sion of a few small paper ma- 
chines to newsprint production. 
Imports of newsprint, which con- 
stitute the bulk of our supply, in- 
creased nearly 13% during the 
first five months this year, com- 
pared with the same period last 
year. 

Imports of wood pulp into the 
U. S. from all sources totaled 216,- 
677 short tons in June, ’47, as 
compared with 150,216 tons in 
June, ’°46, Commerce said. Canada 
ranked as the principal supplier 
with 128,061 tons. 


Copeland Adds Accounts 


Allan J. Copeland Advertising, 
Chicago, has been named to 
handle the advertising of Master 
Products Company, manufacturer 
of disposable air filters, and Mas- 
ter Lint-Brush for the dry clean- 
ing industry, and L. Behrstock 
Company, manufacturer and dis- 
tributor of Gross Star products 
for cleaners and laundries, using 
business papers and direct mail 


for both. 


“all Busine 
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Radio Listenership 
Hits Record Low, 
Hooper Reports 


New YorK — Hooperatings for 
evening shows and _ sets-in-use 
plunged to an all-time low on the 
July 15 report—covering the week 
of July 1-7—released by C. §. 
Hooper, Inc. The research or- 
ganization has been measuring 
program popularity for 12 years. 

The average rating was 49 
compared with 5.5 for a year ago, 
Sets-in-use totaled 17.3 against 
18.4 for 1946. 

Mr. Hooper’s explanation (with 
which Radio Row was inclined 
to agree) was: People don’t stay 
home and listen to the radio on 
a long, warm holiday weekend. 


WINCHELL LEADS 
PULSE FAVORITES 

New YorK— Walter Winchell 
(19.7), who also topped the most 
recent Hooperating, leads the list 
of favorites in the July report of 
Pulse, Inc., which covers listener- 
ship in New York City only. 

Next in line were Roma Wine 
Company’s “Suspense” (13.3) and 
the Andrew Jergens Company’s 
“Louella Parsons” (10.3). Like 
those of the July 15 Hooperatings, 
the Pulse ratings hit an all-time 
low this month. 

Others in the top 10: 
TRO. TE OP. BM VE TE. skh ace... 10.1 
Mr. District Attormney.......... 10.¢ 
Baseball game—Boston Braves 

and New York Giants......... 10.4 
eS ae a a ere 


Rooftops of the City............ 9.0 
Crime Doctor 


ty Bg Ee ee ee 
Pamous JUry TRiISMis cs scses.... ’ 
Newscasts outranked soap op- 
eras on the daytime list, with 
Harry Clark, a CBS co-op show, 
in first place at 5.8. Another 
| CBS broadcast, “Rosemary,” spon- 
|sored by Procter & Gamble, was 
second with 5.2. 
| Other daytime leaders: 
| Arthur Godfrey’s early show... .4.8 
Arthur Godfrey’s late show......4.8 
|Helen Trent 1 
coe A > ee ee 4.7 
Big Sister 
News with Prescott 
(WOR) 
Ma Perkins 


r 

4 
8.4 
& 


Robinson 


Average quarter hour sets-in- 
use—21.1—was down 0.4 from last 
year. Lowest ebb of listenership, 
according to Pulse’s records, was 
in August, 1942, when the figure 
dropped to 14.1. 


Registration Office 
Opened for Labor Unions J 


Secretary of Labor Schwellen- 
bach last week issued orders 
establishing the: Office for Regis- 
tration of Labor Organizations, in 
the Office of the Secretary of 
Labor. The order authorizes the 
new office to exercise and per- 
form the authority and functions 
specified in the Labor-Manage- 
ment Relations (Taft-Hartley 
Act, in connection with the filing 
of financial and organizational re- 
ports by local and national unions. 

The department’s staff is pre- 
paring a registration form which 
will be available to union or- 
ganizations seeking to register 
under the act. Labor Departm: 
officials estimate that there «re 
more than 150 international union 
and between 50,000 and 75,000 
local unions in this country. 
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elling and Selling Chicago’s 
Most IMPORTANT Million 


ts SELECTED Mass 
Circulation That Does It 


GALESMINDED Men 


Rely On the Chicago Daily News 


It is limited dollars, not limited desires, that define the 
limit of response to advertising. Sales-minded men are 
well aware of this obvious truth. But sometimes they 
forget. 


That is why we continually remind them of the value 
of SELECTED mass circulation— particularly here in 
Chicago. It is the SELECTED mass circulation of the 
Chicago Daily News that takes the messages of American 
industry into HOMES—the homes of Chicago’s most 
IMPORTANT million. In fact, more than a million 
reader-friends by a very conservative estimate. 


When you read, and reflect upon, the family incomes 
at the left the meaning of SELECTED mass becomes 
clear—and emphatic. The figures represent a rich 
concentration of spendable dollars. And they say to 
the advertiser: “If you do not get into these substantial 
homes with what you have to say, you can hardly expect 
to get in with what you have to sell.” 


CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 
LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


100 West Madison Street, CHICAGO 
DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 
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Excise Tax Bill 
Stuck in Senate 
Until Next Session 


WASHINGTON—The House passed | 


unanimously and sent to the Sen-| 
ate, last Tuesday, a bill exempting | 


from the 20% excise tax on 
jewelry any article of jewelry 
selling for less than $25. 

On motion of Rep. Forand (D., 
R. I.), the jewelry purchase ex- 
emption was written into a bill 
excluding from excise levies mus- 
ical 
religious 
tional institutions. 
also reduces from 15 to 10% the 
excise applicable to cameras and 
unexposed amateur roll films. It 
removes the tax of 25% on photo- 
graphic lenses, apparatus and 
equipment used in taking, de- 
veloping, printing or enlarging 
still or motion pictures. 

The bill had barely a ghost of 
a chance of being passed or even 


| Inc., 
40th birthday, has prepared a 36-| 
|page four-color brochure about | 
instruments sold for use of} 
and non-profit educa- | 
The measure | 


{acted upon in the Senate finance 
committee before adjournment. It 
was one of many bills pending, to 
| exempt 
| trou the excise tax, and Senate 
| committeemen felt that to act/| 


certain specified items 


upon one would bring terrific 


pressure to clear others; hence the 
bill will be held over until next 
| session. 


Booklet Marks 40th Year 


American Greeting Publishers, 
Cleveland, in honor of its 


the company. The booklet tells 
about the company’s two plants, 
its employe relations, the dealer | 
and distribution angles. Fuller & 
Smith & Ross, Cleveland, pro- 
duced the booklet. 


To Selz Organization 


Galvanized Ware Manufacturers 
Council has named Lawrence H. 
Selz Organization, Chicago, to 
supervise a large-scale educa- 
tional and public relations pro- 
gram. 


Woman Gets 18 Months 
on Ad Fraud Charges 


Mrs. Ruth Bourjaily, Oak Park, 
Ill., who last month was convicted 
by a jury on charges of using the 
mails to defraud some 8,000 ad- 
vertisers of close to $500,000, has 
been sentenced to 18 months in 
federal prison. The sentence is 
scheduled to begin Aug. 1, al- 
though defense attorneys said they 
would appeal. 

The prosecution charged Mrs. 
Bourjaily with calling advertisers 
in the name of some foreign lan- 
guage or neighborhood news- 
paper and asking if their ad in- 
| sertions were bringing results. In 
the confusion which existed dur- 
|ing wartime, she was able to bill 
the advertiser for copy which had 
never run. If proof of insertion 
was required, she purchased space 
at a discount and ran the ad, with 
the proviso that no date appear 
on the page. In this way, govern- 
ment attorneys explained, she was 
able to bill an advertiser for daily 
insertions in a weekly newspaper, 
and otherwise derive enormous 
“profits.” 


In Philadelphia—nearly everybody 


reads The Bulletin 


The Sunday Bulletin — first issue 


published February 9, 1947 
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THE 0. A, SUTTON CORPORATION 
WICHITA, KANSAS 


“Vermacofam 


FANNING SALES—These ads will appear in 10 magazines this summer, as will 
others throughout the year, promoting O. A. Sutton Corp.'s whirlwind Vorna- 
dofan. Leche & Leche, Dallas, is the agency. 


Garod Radio Corp. 
Ups Advertising; 
Output Doubled 


New York—Garod Radio Cor- 
poration, which will unveil its 
new line of radios and television 
sets for the press at the Park Cen- 
tral Hotel tomorrow, will push 
sales with the largest advertising 
budget in the company’s history. 

W. M. Weintraub, president, 
estimates that Garod’s production 
for 1947 will double that of last 
year. The output for 1946 was 
approximately 300,000. 

Company officials refused to 
divulge figures on how much they 
intend to spend to promote their 
new products. However, the con- 
certed drive—through Shappe- 
Wilkes, 
October with copy in leading na- 
tional magazines. Better Homes 
& Gardens, Collier’s, Esquire and 
The Saturday Evening Post are 
included on a tentative schedule. 

In addition to cooperative ad- 
vertising, Garod will buy space 
in newspapers in major cities 
where its dealers are located. No 
radio advertising is contemplated 
at the moment, “but that doesn’t 
mean we won’t have any,” Mr. 
Weintraub said. 


gram—among them the advisabil- 
ity of including spot announce- 
ments—will be worked out fol- 
lowing a meeting of distributors 


here on Wednesday and Thurs- 
| day. 

| The company is keeping its new 
| models under wraps until to- 
morrow. But special ballyhoo is 
| set for a three and one-half pound 
| Personal radio and a new direct- 


| view television set, which also| ™@ 
| includes FM, AM and phono- | ., 


| graph. 


Strong Cobb & Co. Sold 


| Strong Cobb & Co., Cleveland, 


Inc.—is set to begin in| 


‘Dallas News’ Issues 
Postwar ‘Texas Almanac’ 


The first postwar “Texas Al- 
manac” has been published by the 
Dallas News, containing 608 pages 
of data about Texas, including 100 
pages of advertising. Price of the 
1947-48 edition was increased 
from 75 cents to $1 for paper- 
bound editions and from $1 to 
$1.40 for cloth. 

As a private promotion, Nei- 
man-Marcus Company, Dallas spe- 
cialty shop, sent 600 cloth-bound 
copies in fancy cowboy-motif 
wrappings to magazine and news- 
paper editors throughout the coun- 
try. Sanger Bros. department 
store in Dallas sent copies, with 
name embossed, to President Tru- 
man, members of the Cabinet and 
all members of Congress. 


Publishes Directory 


The 1947 directory edition of 
House Furnishing Review, pub- 
lished by Haire Publishing Com- 
pany, New York, contains lists of 
over 5,000 manufacturers in 781 
product classifications and pre- 
sents a section on trademarks and 
brand names pertaining to the 
housewares and appliance indus- 
try. This edition is published an- 
nually as the 13th issue of the 
monthly House Furnishing Re- 
view. 


Details of the advertising pro-| 


500,000 


STOCK PHOTOS. 


| division of Standard Brands, Inc., | 
New York, has been sold to a} 
|new corporation of which George 
Miller, president of the company | 
for the past seven years, is presi- | 
dent. It will continue with the| 
|same name and operating policy. | 
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If you make plumbing, heating 


do get TO 
ot adllng Yo 


Our campaign in "Electrical Merchandising" (35,000 ABC) 
and in "Plumbing & Heating Journal" (12,500 ABC) tells 
your distributors and dealers to call on the Builder — to 
cultivate him—to sell him, because the Builder is their best 
customer NOW and for years to come. We tell and show 
your dealers and distributors how they can make more 


money and larger sales by selling the products you make 


to over 60,000 active builders. 


If you make plumbing, heating 


and home appliances... Lyd 


Your ads in PRACTICAL BUILDER help pave the way for 
your dealers and distributors in selling the Builder. Your ads 
tell the Builder the advantages of using your products in the 
homes, apartments and even communities which he builds 
for sale or for his own investment. In our own advertising 
campaign, we urge your dealers to take full advantage of 
your advertising in PRACTICAL BUILDER by cultivating 
the Builder and following through to complete the sale. 


snd vs tt 


The Builder 


@ From July ELECTRICAL MERCHANDISING 


7 


Here's a 


PRACTICAL BUILDER Reader 


Whe Ie VEER SESTORER for - - - =_— PLUMBING & HEATING JOURNAL 


on oe 300 REFRIGERATORS 
¥ 300 WATER HEATERS 
mee wn 300 BATH HEATERS 


--« 


SAAITH ond HILL ore one of your bes! customers. They're ovstanding 


4) Neate Semen Go 
builden—they're one of 48,000 active builder-recders of Vou have the Gane uppurmanen te eube aiute Guan tur wursll’ Tell de ——— 
PRACTICAL BUILDER. These builders build entire communities, snarecvor buslder KHY vst plombeng and hee apenent makes tee 
single dwellings, lorge apartment projects for their own investment Dushding 2 bere Cuyen Carnsne Gn. 


for sole. Ninety percent of the new home morket is controlled Alt you need de cultivate him—counsel him-cell him what vw know Let —_ - 

y builder He's wont Comamer becnene on 9 ol allt 

Toke Smith & Hill. They contro! what goes into these homes, how pene arch oh 7 anys 

mony ond whot brond of applionces they will install. Thot goes ‘ ogee st i a 

for PRACTICAL BUILDER’s other 48,000 builders too. in the next 

ten yeor the builder will be your bigges! buyer of major oppli- 
(ik 


- P . Manulecturen of plumbing ond 
onces. Like Smith & Hill, he's o volume buyer—he's your best sales contact wah PRACTICAL Bi 


customer 
tng And they'll welcome the help you can give them. 
Oi 


deme knsve Distribution 69,000 Copies to Buiding Expert 


PRACTICAL BUILDER © S SOUTH WABASH AVE. © CHICAGO 3, HLL. PRACTICAL BUILDER © 
Ae ote of COG WITT MEWS he teoding kember end buliding matertet S SOUTH WAGASH AVE. © CHICAGO 5, hh 
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Ingersoll Steel Div.—Borg Reznor Mfg. Co. Morrison Steel Products 
Warner Corp. General Fittings American Central Mfg. Co. 

Kohler Co. Bell & Gossett Hotpoint, Inc. 

L. J. Mueller Furnace Co. Burnham Boiler Emerson Electric Mfg. Co. 

Coleman Co. Minneapolis- Honeywell Mullins Mfg. Co. 

Payne Furnace Co. White-Rodger Electri¢ Co. National Electric Mfgrs. Assn. 

Servel, inc: Westinghouse Electric Corp. American Gas Assn. 


Tin past months have proven the soundness of this double-action merchandising pro- 
gram—OUR ads to your dealers—YOUR ads to our Builders. For years many dealers and 
distributors overlooked the builder as a buyer of plumbing, heating and home appliances 
in huge quantities. As they read our ads, your dealers become aware of the importance 
of going after these Builders. In 90°/, of all residential building, the contractor-builder is 


the final authority in selecting the type and make of plumbing, heating and home appli- 
ance going into the job. 


Check your own advertising program now. If you are not following through for your dealer 
—if you are not selling the Builder through the pages of PRACTICAL BUILDER, you are 
overlooking a very important selling opportunity. 


PRACTICAL BUILDER 


5 South Wabash Avenue Chicago 3, Illinois 


Also publishers of BUILDING SUPPLY NEWS, the leading Lumber and Building Material Dealer trade publication 


MORE BUILDERS PAY TO READ Pp B THAN ANY OTHER PUBLICATION 
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Appoints McKee 

Thomas L. McKee, formerly 
with Benton & Bowles, has been 
appointed traffic manager of Wil- 
liam von Zehle & Co., New York. 
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Colgate Company 
Re-signs Kyser 


New Yorx—wWith the re-sign- 
ing of Kay Kyser for another 
year, the Colgate-Palmolive-Peet 
Company last week began lining 
up its fall radio program. 

When the “Old Professor” of 
the Kollege of Musical Knowl- 
edge returns to NBC on Oct. 4, 
he will be heard in a new spot— 
Saturdays at 10 p.m. Judy Canova, 
who previously was in this niche, 
will be heard a half hour earler. 

To make room for Miss Canova’s 
show, “Can You Top This?” will 
be shifted to Friday, 8:30 p.m. 


Agency for these Colgate- 
Palmolive-Peet shows is Ted 
Bates, Inc. 


Casco Cuts Prices 20% 


Casco Products Company, 
Bridgeport, Conn., has announced 
a 20% average price reduction in 
the Casco electric heating pad line. 
A. O. Samuels, vice-president and 
general manager, said “that the 
reductions were decided upon, de- 
spite higher production costs, in 
the belief that lower prices would 
create more sales, aid dealers and 
benefit consumers.” 


Titman Joins Ludlow 

J. DeWitt Titman has resigned 
as public relations director of 
Ansco Division, General Aniline & 
Film Corporation, Binghamton, 
N. Y., a post he has held since 
1942, to become vice-president 
and general manager of the newly 
organized Ludlow Temperature 
Control Corporation, Binghamton. 


AT&T Backs Down 


on Video Rates; 
Plans New Study 


WasHINGTON — American Tele- 
phone & Telegraph Company last 
week was granted special permis- 
sion by the Federal Communica- 
tions Commission to cancel and 
withdraw tariffs filed June 2 cov- 
ering rates for intercity television 
transmission services on coaxial 
cables, which were to become ef- 
fective Aug. 1. The action was 
granted upon request of the com- 
pany “without prejudice to a sub- 
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Arnold Constable advertised 
$8.98 bathing suit exclusively in 
The Sun. Size was 112 lines by 4 
columns. 
bathing suit promotion—to date. 
Numerous 
time shopper visited department. 
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water-repellent glider slipcovers 
6.98... 


Tie on these cool. 
covers) and you'll 
with greco and whi 


McCreery advertised 
B-pe ghder © 
; ye a * 


It’s fundamental! Best way for tourists to find out about a strange city is to enlist 
services of an experienced guide. Best way to learn about desirable residential neighbor- 
hoods is to obtain advice from local realty agents. Same way with national manufacturers 
who want to secure best sales results in the New York area. The merchants doing busi- 
ness in the market everyday can provide the best answer. Suffice it to say ‘that for 24 
consecutive years Manhattan department stores have placed more advertising in The Sun 
than any other morning, evening or Sunday newspaper. 
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NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S, Bell. 


* Reported by The Retail News Bureau. 
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(6 pes.) water-repellant cover ex- 
clusively in The Sun. Size was 
180 lines by 4 columns. Very 
strong response. Green-white sold 


out. Few sets left in other colors. 
Mail orders in quantities noted. 
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sequent filing of tariffs for thi; 
service ... to permit the tele. 
phone company’s technical people 
to undertake further studies wit) 
the television industry.” 

AT&T had asked for a tariff of 
$40 per circuit mile monthly. 
Television broadcasters raised 
strenuous objections to the tariff 
when it was filed, as being “ex. 
cessive,” and threatened to set up 
their own transmission system if 
AT&T adhered to the objection. 
able tariff. There is speculation 
here that AT&T and broadcasters 
will now huddle again in an effort 
to reach what the latter group 
would consider a more equitable 
rate. 

Use of the Washington-to-New 
York cable will continue on an ex- 
perimental basis, with video sta- 
tions getting the service gratis. 


Publishes Tax Study 


Treasury last week made pub- 
lic a staff study entitled “Excise 
Taxes on Communications,” pre- 
pared by the tax research di- 
vision. It is one of a series on ex- 
cise taxes being prepared in con- 
nection with Treasury’s work on 
postwar tax revision. It does not 
make any policy recommenda- 
tions. 

Revenues of the various 
branches of the communications 
industry, their economic back- 
grounds, and past and present ex- 
cise taxes levied on them are re- 
viewed in the study’s factual data 
and analyses. Effects of the taxe: 
on profits, on business costs and 
competition, and on consumers 
are discussed. Administrative 
problems of the taxes also are 
considered. Services covered are 
long-distance telephone and tele- 
graph, both wire and radio; local 
telephone, wire and equipment 
services. 

Estimated federal revenues 
from the taxes in question for the 
fiscal year 1947 (ended June 30) 
are as follows: Toll telephone, 
telegraph, leased wires, and wire 
and equipment services, $255,500,- 
000; local telephone, $165,500,000 

The study cites figures for 1944 
showing that telephone service 
comprised in dollar volume about 
75% of taxed long-distance com- 
munication service, domestic tele- 
graph 15% and international tele- 
graph and leased wires each about 
5%. 

The study, now comprising 40 
mimeographed pages of analyses, 
tables, etc., may eventually be 
printed and made available to the 
public. 


Haskelite Names Archer 


Robert Archer & Co., Chicago, 
has been appointed to handle the 
consumer products advertising of 
the Haskelite Mfg. Corporation, 
Grand Rapids and Chicago. Na- 
tional magazines, trade publica- 
tions and newspapers will be used 
starting in September to promote 
Hasko and Haskelite serving trays, & 
glassware and place mats. The 
campaign will be supported )b) 
displays, dealer helps and point- 
of-sale material. 


Map Georgia Exposition 

A Made in Georgia Expositio 
panorama of Georgia’s industries 
and special exhibits of the state, 
will be held in the Atlanta Mu- 
nicipal Auditorium, Oct. 8-12, 
1947. 
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YOUR CAREER? 


Advertising Account Executive 


larger-than-average Chicago advertis:"¢ 
| agency can add a seasoned advertising ™’ 
qualified by experience and personality to 
eure accounts and contact them. Somewher 
the right man for the position is chafing | 
this change to his final lifetime job. 

Write us if yeu are between 30 and 40 anc 
have the urge to become part of a grow!’ 
organization where you can build yours 
toward a successful career in the high incor 
brackets Give enough details to convey | 
complete impression: experience (both in ad 
vertising and other lines), present and pas 
earnings, acquaintanceships, business contacts 
hobbies, education, history, ete 
Please act promptly. 

Our organization knows of this advertisement 


Box 6779, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Iilinois 
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Raion. Millions of eyes... automatically see anything 
Ca- 

be used attractive or unusual within their perception... 

promote 

ag trays, & aA , as 

ts. The Millions of stores . . . with opportunities for eyes 

rted by , ‘ 

i point- in window, counter and floor areas. 


Millions of merchants . . . anxious to utilize the 
eye opportunities of their stores to draw 
idustries interest and remind customers... 


t. 8-12, Active eyes, open spaces, receptive retailers... 
give a better display, extra sales potency and 


~ | also considerable advertising plus. 


wutive The difference between poor display and the 
lity. tose best... may be a call to Einson-Freeman who 
— make many of the best... 


or X «22 Einson-Freeman Co.., « 


tory, ett Lithographers whose product promotes yours . 
ertisement. | 


AGE STARR & BORDEN AVENUES « LONG ISLAND CITY, N.Y Offices in ( ago 
IHinois Cleveland, Cincinnati, St. Louis. Minneapolis, Atlanta, Dallas, Los Angeles, San Francisco 


‘ 7 
2 pub- 
‘Excise | 
” pre- 
ch di- 
on ex- 
Mn con- 
ork on 
aS N\ 4 | 
HAL 
—————— 
a ae 
convey 
oth in ad 
and p 


aura Pe a \ 
ill 
* 
ht 


Presents the Most 
Responsive Audience of 
Men Available Today... 


yo ee | at 


ne 


* 


’ . re Nine : 
; i. . e — 
Nd 
: a ay te 
z - _* - ~~ oe 
ion eo Min tk 
: eo 4 ~ Bg 4 
é ; % C 4 
: as nie 2 ie : , . 
: 4, A i rag a : * ; 
; a — : 
‘S . ’ om ow —~ , ; + . pues # ae e as : ; 
% ’ Ti te cai ew” oo nd 
; ye a aT + » ae es ; 
: s rn \ \ “eee, Es | _ = 
aR | aa ; eta ; 
j i ; ; = 
e 1 be , A\ ee 
= agama 8 ON i toe eee ae, gal) ee Ses 
x - . | ee s 
e S ie i & _— wah ag 
" a aro ge As ¥ 
% : a! a 
: g e phage se : : 
| eg 2 is 
: & # . git ae : 
| f Siete ag: _—- : ‘4 
a 7 4 
. | < ‘all x “\ m a J 
= , ; ; 4 Gs. | 
. eee - a 9 ee 
—_ 3 of * ee ae t are 
: . ; a . 
ms = ~ %\ rah : eS / S 
| gi MNP if 7 he 
: i 7 “Sh ‘ | ) | 
Tis a pe _” m5 if ov 
ral wa ; ‘ , Loe a o 
| : | ab. ao |S 
eS a 
; _ a wi “anit i noel ; | _ — 
A & Sey, ‘. a _ ~ ' oo ig a aaa SU 5 Be a IRN ae OT a ee ee She 4 te i e 
ei OE hl —— es ce a lil iw 
= IF ea: atin... enema oe 
: r > Pa al a ae ie : OP aan a 
i wl : . = , 7 i 
: a , - , a = os foe sein © é . a oN 
rs - . on ate ie se 7 ein ee: 
: « Pert ee = . ; ae Stee , ~~ coe 3 
— ‘ F ‘ont - i yh. 
. oe _ * —— a ie 
— ISP, i. ne 
; t,, ‘ - see ae oa " i 
7 5 ad - = madi - 6. . : 
waa ial , 5 
, “ i 2 
% . %, “ , 
. _~ 4 OO pit 4 
; — - . - . 
“ * ‘ ‘ , -— 
: io , z 
: , cad 
. in od ei a 
a arr ee ae al 


More and more manu- 
facturers of men’s products are 
turning to the pages of SPORTS 
AFIELD because they have found 
that this unique magazine will 
bring volume sales from a quality 


audience at an incredibly low cost. 


A sportsman with an appreciation of the 
finer things of life—and the leisure and 


means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats are 533% better prospects for 


boats and boating equipment. 
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More for the Advertising Dollar 


There is nothing new in concept 
in the revelation, in the story in 
issue, that Lever Brothers 
Company will spend about §$2,- 
000,000 in the next year or so to 
test the effectiveness of both 
media and advertising themes for 
seven major products. Smart ad- 
vertisers, eager to make sure that 
they are neither overlooking a 
winner nor continuing to back a 
broken-down nag, test their 
vertising constantly to make sure 
that they are getting every pos- 
sible benefit from it. 

Yet the scope of the Lever test, 
particularly in the face of 
and advertising records which are 


sales 


by no means the worst in indus- 
try, demonstrates again that ad- 
vertising is going to be on the spot 
constantly, and that when it 
iob of moving mer- 
will be shifted, in- 
decreased without 
much regard for tradition. 
“We’re making 
38-year-old Lever 
Charles Luckman told ADVERTIS- 
ING AGE, “not because we feel 
that there’s anything wrong with 
the advertising for 
brands. But I that un- 
forced experimentation, 
we wouldn't get it. 
back to present 
least we'll know.” 
That sort of attitude is going to 
make it the 
advertising 


doesn’t do a 
chandise, it 
creased or too 
these __ tests,” 
president 


any of 
believed 


our 


less we 
Afterward, 
we may go our 
ways—but at 
hard on merchandis- 


ing and that 


school 


A Break for the Well-Known Brand | 


We sometimes wonder if adver- 
tisers appreciate the 


backlog of 


wonderful 


consumer acceptance 


which has come down to them as 
a legacy of the war years, when 
the goods-hungry customer had to 
grab anything that could be had, 
and frequently lived to rue his 
choice 


Despite our much-vaunted and 


anufacturing efficiency, 
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ad- | 


believes in letting well enough 
alone, and in forswearing all ex- 
perimenitation of any kind as long 
as things seem to be going along 
smoothly. We're for it; we be- 
lieve that all merchandisers, no 
matter well their present 
activities may be 
clicking, should experiment con- 
stantly to see whether some other 
than the time-tested way may do 
an even better job for them. 

At the same time, let’s hope 
that Mr. Luckman’s advertising 
experiments don’t give any of the 


how 
merchandising 


“advertising jitterbuggers’” the 
notion that advertising and mer- 
chandising methods ought to be 
changed periodically—and the 
oftener the better—just for the 
sake of:newness or variety. The 


business already suffers greatly 
from those who think that some 
other copy approach, or some 


other lineup of media, or changes 
in the distribution or 
labeling or 


pricing or 
design pattern, are 
bound to be better, simply because 
they are different. 

Advertisers should experiment 
constantly, as Lever intends to do, 
in an effort to see whether they 
can squeeze another dollar’s worth | 


of value out of their advertising 


expenditures. But by the same 
token, they should be mighty sure 
that when they abandon their 


time-tested methods, they’re mak- 


ing an improvement and not just 


a change. 


inevitably a known brand. Some-| 


that 


thing can be trusted, some- 
with a reputation behind it. | 
field the 


seems to be happening. 


thing 


In every same thing 
The off 
the opportunist producers 


had a 


brands, 


who field day when any 


merchandise was wonderful mer- 


chandise, are finding it harder and 


harder to make sales. People are 
tired of taking a chance. They’re 
tirea ol buying proaucts which 
even the salespeople tell them are 
nknown quantitle 
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“It's some kind of government survey to determine just how badly people 


NEED MONEY." 


Sub Rosa 
There’s an angry man in Hart- 
ford. Recently the Hartford 


Times ran an ad signed by the 
Frank Rahe Furniture Gallery; 
but its headline was “Reward.” 

The text fairly sputtered: 
“Leading to the arrest of a low- 
down, cheap thief who dug up 
three Paul Scarlet rambler rose- 
bushes along the roadside in front 
of my home in West Simbury. 
Any nitwit, moron would know 
one cannot transplant these ram- 
blers this time of the year and 
make them live. Furthermore, 
these were planted partly as a 
contribution in beautifying the 
highway and for the pleasure of 
passers-by, neighbors as well as 
myself. 


“But a Good Cigar...” 
One of the problems of 
cigar industry, as we get it, 
been to overcome the idea in the 
minds of the public that cigars 
are exclusively the property of 
confidence men and villains. 
During the war, men learned to 
like cigars, which were rich, full- 
bodied and cheap. Some outfits 
the Seabees in particular—were 
heavy cigar smokers, disdaining 
the effeminate cigaret. Returning 


the 
has 


to civilian life, they discovered 
that cigars were expensive and 
ithat many a wife disliked the 
odor of a burning cheroot. 

The cigar industry has been 
industriously at work on _ this 
|}problem, although prices will 
probably continue to stay high, 


the conversion of 
a delicate process. 


ind women is 

To implant the cigar as a com- 
pletely respectable and manly im- 
plement, the cigar industry has 
gone Hollywood. Shortly you will 
see movie stars clutching the ripe 


Havana, and in return the Cigar 
Institute of America is shooting 
out posters to cigar stores plug- 


ing the pictures in which the 
lars appear 
Part of the deal is reviews of 


which son 


the pictures, iehow give 
you the impression that cigars 
ire the main part of the enter- 


tainment 


Says “The Retail Cigar Booster” 
of “It Happened on Fifth Ave- 
nue” “In producing and direct- 
ing the rollicking comedy ‘It 
Happened on Fifth Avenue,’ Roy 
Del Ruth features cigars in every 
( e wa Victor Moore uses 
cigars fro the first part of the 


picture to the very last scene. He 
plays the part of an_ elegant 
gentleman, who makes a specialty 
of living in the homes of mil- 
lionaires. .. Charles Ruggles plays 
the part of the real millionaire, 
also a cigar devotee he fre- 
quently longs for one of his own 
good cigars which Victor Moore 
hands out.” The plot gets a quick, 
one-paragraph synopsis, and the 
concluding item is: “This is with- 
out question one of the finest 
screen treatments of cigars the 
Institute has had the pleasure of 
working with.” 


Up to Date 

A friend of ours who has been 
re-working his way through the 
“Arabian Nights” by the bedtime 


story route says that when he 
came to the story of the magic 
carpet, his six-year-old _ son 
brightened up and said: 

“Just like the saucers, huh, 
Dad?” 
Jottings 

Some time ago the National 
Better Business Bureau got per- 


turbed 
tion 


about the use of exclama- 
points, asterisks, etc., to de- 
note profanity in comic strip ads. 
It subsequently learned from 
Frank J. Delany, solicitor for the 
Post Office Department, that “al- 
though there are no regulations 
which in so many words prohibit 
the use” of these symbols, “‘if they 
are used in such a way as to con- 
stitute ‘obscene, lewd or lascivious 
matter,’ the mailing of this matter 
would be in violation of Section 
598, etc.”” Now you know all the 
Better Business Bureau knows. 
The appearance of Lady Iris 
Mountbatten on car cards for 
Warren’s Mint Cocktail gum—this 
was before she got herself stuck 
with a bad check charge 
prompted the Christian Science 
Monitor to “An 
imagined . scene comes to mind 
Lady Iris Mountbatten, carry- 
ing an organdie parasol and wear- 
g a picture hat, from 
titled friend to another and 
‘Won't you 
of New 


the ne 


editorialize 


turns one 


ins 
tit says 
stick 
Gum? It’s 
Any 


delicious 
Cocktail 


good 


have a 
Mint 
ight of 
chum?” : 
KRNT, Des Moines, 


described the I 


taste.’ 
gum, 
recently 
antics of an amateur 
bettered 
heights ascended by a professional 
Hawkeye Holidays 


who the 


at the city’s 


celebration 
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The following documents may 
secured without charge from com 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 
Ill. 


No. 2824. KEX Is Going Places 
in a Going Market. 

Station KEX, Portland, Ore. 
tells how and why in this booklet 
which describes its facilities and 
includes a market map and data. 


No. 2825. The Story of a Big Mar- 


ket and the Magazine that 
Serves It. 
This booklet provides up-to- 
date facts and figures on the 


chemical process industries mar- 
ket and on Chemical Industries, 
the Maclean-Hunter publication 
which serves it. 


No. 2826. Check List of Impor- 
tant Topics for Annual Re- 
ports. 


Ebasco Services, Inc., the serv- 
ice organization of Electric Bond 


& Share Company, has put to- 
gether a lot of material from 
wide variety of sources that 


should be helpful in 
annual reports. 


preparing 


No. 2827. St. 
Value. 
This is the 1947 
St. Louis Globe-Democrat’s 
metic survey, aimed at helping 
cosmetic manufacturers estimate 
the market for their products 
the St. Louis area and determin¢ 
changes in the movement of prod- 

ucts. 


Louis At Its Fac: 
edition of the 


cos- 


No. 2828. Wisconsin Banks. 

This booklet, issued by the Mil- 
waukee Sentinel, lists banks wu 
Wisconsin having total deposits in 
excess of $1,000,000 at close of 
business Dec. 31, 1946, and shows, 
the newspaper says, that the “vir- 
tues of work, thrift and confidencs 
are still in fashion in Wisconsin 


No. 2829. Dogs and Other House- 
hold. Pets. 

Collier’s shows, in this report 
how many pets are owned by t! 
magazine’s readers, where th 
families are located and what thi 
pets eat. 


No. 2830. The Most Importa 
People in Latin America. 
This Time International boo! 


let tells who they are, what th 
buy, and the 
and _ industrial 
fluence. 


buying (consumé: 


goods) they 


No. 2831. Facts 
Who Handle 
eign Trade. 
Export Trade & Shipper’s fol 
contains facts and figures on 
export market, and tells about 
puplication’s coverage of the n 


ket. 


About the M 
America’s Fi 


No. 2832. The Handy 
American Types. 
Samples of each of 230 of AT 
more popular type faces are 
produced in this 32-page book 


Index 


issued by American Type Fou: 

ers Sales Corporation 

No. 2833 Something Has Bi 
Happening in the Farm Mag 


zine 


Field. 
Successful Farming provides 
series of graphs in this booklet 


show percentages of editorii 
pages, advertising pages, etc. 0! 
SF and three other farm maga 


zines, 1938-1946. 
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and so almost as many 
Ore., 
ook let 
S and . 
ee women as men are reading TIME! 
| Mar- 
> that 
EVERY WEEK one and a half million 
up-to- ‘ . 
“y volt women read TIME! 
mar- Most are wives or daughters of the 
istries, " . 
eo 1,800,000 TIME-reading men. And like the 
men, most are cover-to-cover readers. 
‘mpor- Here are the average ratios of women 
il Re- readers to men for each of TIME’s Depart- 
ments — based on proved readership estab- 
: eal lished by personal interviews among equal 
ond ‘ ‘ - 
mk to. numbers of men and women: 
rom 
> = that 
‘paring eee ee 99 Women MILESTONES .......... 107 Women 
ee Tr Cree 115 Women MEGOCBELANY $s 2... ccscee 101 Women 
er 68 Women RE ais 6)0%s we 4045 bom 107 Women 
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‘Ss COS- FOREIGN NEWS ....... 81 Women POP reat at 85 Women 
1elping INTERNATIONAL ....... 82 Women DR 550505 eee ee 104 Women 
stimate LATIN AMERICA....... 75 Women i, Fe eer 74 Women 
ucts i GREE bas ekdcccKas 97 Women a rr 52 Women 
ermine ot re 102 Women po |) See 118 Women 
f prod- 
oO MEN 
TO EVERY 10 
i READ BY 117 WOMEN 
1e Mil- CINEM : mini : 
nks i E A TIME’s 1,500,000 feminine readers are in- 
osits in . 2rested in just about everything in TIME! 
oe The New Pictures eee a gene yon 
in ‘The Egg and 1 (Universol-Interna- In a week they do more planning and dis- 
‘as tional), an adaptation of Betty Mac- cussing and managing, in the home and 
je “‘vir- Donald’s cackle-happy best-seller about a eg . 
fidenc city couple who leara to run a poultry out—more buying and consuming and 
-onsin farm, will probably be just as popular as we — ’ J 4 
— the book. Fred MacMurray and Claudette recommending—than most women do in a 
Colbert, who pretend to be the distraught 
House- pioneers, are sure-fire box-office comedians. month. 
And the show is rife with sure-fire laughs. ) . ‘ Ir inte ‘ve 
aa The picture ia, indeod, just 0 Bittle bit When you can get their interest, you've 
ie too sure-fire for its own good. It has me got something. And the best place to get 
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nsumé $350 million relief bill, Herbert H The U.S. Department of Agriculture 
ies showed how acute that crisis had be] has many vexing problems, Last week it 
ley The world could not feed itself] had a stopper: a chinchilla with “the slob- 
U.S., Canada, Argentina and Aus bers.” Its front teeth had grown so long 
representing only 8% of the world’s} that it could not eat. Agriculture experts h d . h 
he M lation, were supplying 90% of the w did what they could, but the sick chin- W y oes TIME interest women so muc ? 
to Fr food exports. They would have to dj chilla had slobbered tog long;, it died of 
i ter or the world would starve, malnutrition. . ‘ . . , : : , :, : 
Facts & Contradictions. Hoover’4 The appeal was the @ Shown at left are a few of the many articles in one recent issue of TIME 
s fol mony limned a desperate situation. wn TO eveRY : that satisfy an intelligent woman's natural curiosity about the world around 
on : her... and appeal to her personal interest in how the world affects her 
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HIS is the first factual story about a new McGraw-Hill magazine ...ten years in the making, 


and cutting the power field apart horizontally to bridge a vital gap in your marketing picture... 


We analyzed 


- 


the heartbeat! 


POWER IS A GIANT HEART, pouring its energy into every vital 
part of the industrial anatomy. 

Each ten years since 1900 this heart has grown mightily, 
adding to its strength . . . the diesel, compressed air, refrig- 
eration, radiant heat, gas turbines . . . and, from Hiroshima, 
atomic power. With this growth have come many changes — 
social, political, economic and engineering . . . as well as 
with the men of power, themselves. 

First was the wedding of industrial plant to _ 
industrial plant, to spawn the giants aa 
we know today as Ford, General 
Motors, IBM, DuPont. Then, the 
growth of high temperatures and 
high pressures that fathered the 
building of super power utilities and 
the piping of electricity to surround- 
ing industries. Here, on this strata, 
came to live a group of engineers com- 
pletely at home with these highly de- 
veloped complex power services through- 
out every process condition. 

Downstairs’ neighbor to these techni- 
cians were the operators of the hundreds 
of smaller plants, institutions and service 
establishments. Here, primary requirements 
were the practical, day-to-day operation and 
maintenance of lower pressure, lower temper- 
ature installations. And, at the same table with 
these men, sat the principal assistants to the 
more technical engineers. 

So there you have it. Two groups of men, both 
power engineers . . . but with different problems, 
different viewpoints, different reading and infor- 


mational needs 


You cannot live with power men for sixty-five years and not 
recognize what has been going on. 

Actually, the editors and publisher of POWER saw the 

need for separate reader services to these two strata of 
engineers more than ten years 
ago. That’s why, in 1939, a new 
16-page section, “The Operating 
Engineer” was built into *' 
book. 

Where it would have gone, 
what it would have grown into 
—there is no way of telling. War 
interrupted and kept all of us 
working on the same busy street. 
Despite that, we were watching 
and planning and waiting for the 
day when there would be more 
newsprint, more time and a more 
favorable set of conditions. 

Today we have all three. For 
one thing, the McGraw-Hill Cen- 
sus reveals a tremendous growth 
in manufacturing plants. For 
another, the Twentieth Centurv 
Report indicates an increasing 
application of power in its various 

forms over the next thirteen years. 
Power engineers and the people who sell 
to them expect augmented service from us. Not an 
expedient something, not a substitute something . . . but 
a substantial publishing service, backed by the fundamental 
soundness of POWER and the facilities of McGraw-Hill — 
a long term publishing investment. 

We will deliver this service, effective October, 1947, with 
OPERATING ENGINEER. 
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Let Editor Phil Swain Give You 
His Slant on OE Editorially 


OPERATING ENGINEER will offer 100 percent practical 
service to the engineers directly wanton. 0 for the opera- 
tion and maintenance of all the power services in thousands 
of industrial and service establishments. 

To do this job right OPERATING ENGINEER will 
carry the following departments every month: General 
inf Articles, Steam, Diesels & Gas Engines, Mechanical Power 
LV Transmission, Heating & Air Conditioning, Refrigeration, 
Pumps & Compressors, Electricity & Elevators, Miscella- 

neous Services. Also—the following departments transferred 
from POWER: Practical Aids, Reader’s Problems, Questions & Answers, 
How To Do It, Math Tips, Argument Corner, New Equipment. 

OPERATING ENGINEER won't have a drop of abstract theory in a 
carload nor any long-winded generalities — just slain, matter-of-fact, clear- 
ly illustrated articles and short items telling exactly how practical power 
men solve everyday plant problems; spotting motor trouble, cleaning scale, 
insulating steam lines, installing a ventilating fan, etc., etc. 

From cover to cover this is the magazine for practical power men—to help 
them in their everyday jobs of operation and maintenance to achieve better 
and more dependable power services at lower cost and with less trouble. 


Now Business Manager ‘By’ Sawyer 
Shows You Who is Going to Read OE 


Pretend you're an OPERATING ENGINEER subscription 
representative. Okay, here are your orders . 
You can sell in any of these ABC groups: 


. MANUFACTURING 

. MINING 

. Urmmities, RAILROADS 

. SERVICE ESTABLISHMENTS 

5. INSTITUTIONS 

6. Desicn & CONSTRUCTION 

7. SALES ORGANIZATIONS 
(germane to the power field) 

8. LiprArnies & EDUCATIONAL 


But . . . the units you sell to must meet these minimum specifications: 
(a) If generate own steam, minimum of 100 boiler hp. 
(b) If generate own power, minimum of 100 kw. capacity. 
(c) If purchase steam, minimum of 6000 lb. per hr. 
(d) If none of above can be met, must have peak electrical load of 100 kw. 


That takes care of kinds of establishments and size of units. Now what 
about individuals? 
Well, you can sell to oo and engineers in four groups — Operat- 

ing, Consulting, Sales and Educational. Here they are: 
OPERATING GROUP: master mechanic, maintenance sup’t, chief elec- 
trician, building sup’t, chief engineer, operating engineer, shift 
engineer, power engineer, steam engineer, boiler-room engineer, 
refrigerating engineer, electrical engineer, maintenance engineer, 
building engineer, maintenance foreman, watch engineer, chief 
operator, maintenance supervisor, plant engineer. 


CONSULTING GROUP: mechanical engineer, electrical engineer, field 
engineer, construction engineer, resident engineer, boiler engineer, 
designer, cost engineer, consulting engineer. 


SALEs: sales engineer, service engineer, application engineer, district 
manager, manufacturers’ agent, representative. 
EpUCATIONAL: professor, instructor, librarian, department heads. 
And just so you don't get careless — firemen, oilers, janitors, custodians 
are not to be sold. 

The big distinction here with POWER is in minimum size of plant — 
plus POWER’s emphasis on Top Executives, Engineering Dept. Heads 
and Engineering & Design. 

That’s why duplication will be so modest a pereentage and then almost 
entirely among units rather than individuals. And, even more significantly 
~ because we are the publishers of both books . . . any duplication will 
always be a known, identifiable factor to us and to you. When you know 
its accurate dimension, duplication can never be a loss to the advertiser. 


We see OPERATING ENGINEER starting at 20,000 circulation — 
POWER continuing at 30,000, 


Publisher Wynkoop Defines OE’s New 
Accessible Marketplace 


McGraw-Hill’s census takers discovered that manufacturing 
plants with 100 employees and over had grown from 15,416 
in 39 to over 22,000 last year. 

Our sampling surveys revealed that 75° can be con- 
sidered worthwhile prospects for the seller of power equip- 
} ment —some 16,500 plants. Other branches of the power 
Fe¥, field (Utilities, Service Establishments, Institutions, etc.) 
Vin 6UL bring the total to 34,800 desirable units. 

4 Vy There’s the market in bulk, belonging to POWER and 
/ OPERATING ENGINEER. 

What our quality circulation standards are going to do is stack up two 
groups of plants. In one group — 20,000 larger plants. These belong to 
POWER. In the other — 14,000 plants... with OE’s name on them. 

Now, what about individuals? POWER’s circulation is 30,000 — 
OPERATING ENGINEER starts at 20,000. But we don’t know, any 
more than you do —nor can we predict — where each of these circulations 
is headed. All we can say here and now is that any business publication 
that is sensible enough to properly define its field — provide a custom-built 
editorial diet — and expose itself to enough logical readers . will in 
reasonable time find its own natural level of circulation volume. 

We will report progress on both publications as it is made. 

The currently important fact to hang your hat on is this: Up until today 
neither POWER nor any contemporary could penetrate very deeply among 
the men in the smaller plants, or the key assistants in the larger establish- 
ments. Thus, with no publication to call their own, these men were eco- 
nomically inaccessible to space advertising. 

Now OPERATING ENGINEER wraps up this preselected audience 
for you between its two covers. 

From smaller plants, from service and institutional establishments, from 
lieutenancies in the larger units, OE gathers men who are power engineers 
in the full sense of the word . . . not just plant electrical men, refrigeration 
men, or any other brand of specialists. 

Now OPERATING ENGINEER will deliver this audience for you at 
a charter advertising rate of $200 per page (12-time rate) with full rate 
protection through 1948 on orders in our hands before January 1, 1948. 


Three Test Issues .. . Let’s See How They Run 


In October, November and December this year we will publish the first 
three issues of OPERATING ENGINEER. 

They will be complete in every way . . . editorial, advertising and circu- 
lation. You, the advertiser, can buy space in the “Pilot” issues at a special 
rate of $100 per page. These first three numbers will not be considered 
part of your advertising contract, and we are pricing them with an invita- 
tion in mind as well as an opportunity — an invitation to be among the 
advertisers who will complete the folios with useful information — an 
opportunity to gain the advantage of a new publishing service. 

Your own POWER representative, now on the job for OPERATING 
ENGINEER, will give you the details. 


ALLOCATION OF EDITORIAL SUBIECTS, READERS AND ADVERTISERS 


Practical Aids, Readers’ Problems, how to repair 
Pumps, Motors, compressors, engines, turbines, efe, 
Low-temp., fow pressure 


' Gas Turbines, Atomic Power, High-temp., high pres- 
sure boilers, piping, valves, etc. Economics design, 

Owen operation. 

EDITORIAL : Chief Electricians, Master Mechanics, Supt. Mainte- 

nance, in large plants. Chief and Operating Engineers 

in smaiter plants. 


Plant Engineers, Mech. Supts., Power Engineers, Steam 
Supts. in Utilities, Larger industrials and Service Estab- 
lishments, Consultants ond Design Engineers. 


CIRCULATION 


Packaged Boilers, low-temp., pressure insufotion, 
packing. Supplies, Tools, ef. 


Pumps, Motors, Feed Treatment, Controls, Meters, 
instruments, Piping, Valves, etc 


High-temp., high pressure boilers, Piping, Metals, 
Turbines, ete 
ADVERTISING 


OPERATION AND MAINTENANCE OF ALL THE POWER SERVICES 
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Radke Rejoins Hettrick 
Karl F. Radke, formerly sales 
promotion manager of the central 
region of Libbey - Owens - Ford 
Glass Company, has rejoined Het- 


trick Mfg. Company, Toledo, as 
advertising manager. Mr. Radke 


was with Hettrick in a 
capacity from 1935 to 1939. 


Similar 


‘World Trader’ 
Becomes Separate 
Paper Aug. 25 


The World 

tabloid for- 
along with the 
News, Los Angeles 
business publication, is to appear 
Aug. 25 an entirely 
unit. 

With the end of the war, West 
Coast manufacturers were forced 
to seek other markets for their 
productive capacity. To some ex- 
tent, eastern markets were denied 


Los ANGELES 
Trader, newspaper 
merly distributed 
Commercial 


as separate 


because of freight rates. The ex- 
port market therefore assumed 
additional importance to West 


Coast industry. 

Sensing this, C. A. Page Pub- 
lishing Company, Los Angeles 
| transportation and shipping pub- 


lisher, started a section called the 
World Trader, which was sent to 
regular subscribers within the 
United States and to 6,000 im- 
porters in foreign countries in 
order that they might buy locally- 
made or locally-distributed prod- 
ucts. 

This section, published bi- 
monthly, now becomes an inde- 
pendent publication. 


Prints Speech on ARF 

The Utica Observer-Dispatch 
has published a 36-page booklet 
containing the address given by 
its executive editor, Vincent S. 
Jones, before the American So- 
ciety of Newspaper Editors in 
Washington, D. C., on April 19: 
The speech, entitled ““‘By Guess 
or by Guide?’ offers suggestions 
for using the Continuing Study of 
Newspaper Reading, conducted by 
the Advertising Research Founda- 
tion, New York. 


Coie OR es Rene Mea S aae Seinen: 
Federal Reserve Fig 
WASHINGTON — For the second 
week in succession, sales of U. S. 
department stores in the week 
ending July 12 held up 8% over 
last year, Federal Reserve Board 
reports show. 

The 8% gain for the first fort- 
night this month was greater than 
gains in late June. For the latest 
week, department store sales were 
227 on the index based on 1935-39 
sales volume. 

Akron’s year-to-year gain of 
38% was the greatest reported for 
the week ending July 12, followed 
by Louisville’s 21% gain. The 
Cleveland (fourth) district’s 13% 
gain was the most for any region. 
Greatest losses were a 6% drop in 


) 
Rebus? ... Nope! Response, 


record of ... boiled down for buyers, 
hard boiled... Figures are phone queries 
from prospects, interested ...re stores 


selling items illustrated in “Tops For 


7 oday’ : 


see (*) below. 


(*) Footnotes for above 
$?. 59 teakettle. $34.9 j 


‘Vc opener. & 7 


. . Feminine Angle page 
feature on merchandise finds, fashion 
accessories, best buys in Chicago stores 


.. exclusive in The Chicago Sun... 


The response to “Tops For Today” 
often swamps The Sun’s switchboard, 
sells out store stocks same day... shows 
that The Sun gets action in Chicago. 
loo much action, according to Miss 
Rreily, special op on incoming TFT calls, 


who says Response sometimes is Simply 


retailing have 


Revolting, and whyn’t we tell stores to 
use Sun ads to sell their stuff, or don’t 
the boys in the Ad Dep’t ever do anything 
but Kid Around?. . . Too bad the girl took 
up wrong numbers instead of retailing! 
However, many of the better [Qs in 


already come to similar 


conclusions, viz and to wit: (a) The Sun’s 
Feminine Angle pages have an unusually 
alert and buy-able woman audience .. . 


and (b) an ad in The Sun first, at low cost 
moves the stock when the item is right! 


And national advertisers are becoming 
aware that Suncirculation (350,000 daily, 
150,000 Sunday), while not enough to 
reach all of Chicago, includes so many 
good customers that no advertiser gets 
the best of the market without it! 


Ask 


any Sun man for some new answers! 


CHICAGO SUN 


reac g leit to right 
) ly rr s 
p ‘ s p, &2Y, Lr ryer 
; $3.50 br $5.00 perf r 
4) > } f r leaner. S6.4 l 


100 West Madison St., Chicago 6, Ill. « 250 Park Ave., New York 17, N.Y. 


) skirt 


Advertising Age, July 28, 


partm 
the Richmond (fifth) 
9% 


district 
sales decreases in New H: 
and Wichita. 


Week to July 12, ’47* . p22" 
Week to July 5, °47*. .207 
Week to July 13, *46*. .210 
Week to July 6, '46*. .192 
Month of May, ’47... .291 


*Not adjusted seasonally 
pPreliminary. 


Yr.-to-Yr. “o Chang 
Week Ending 


Federal Reserve June July July 
district and city 28 5 12 
UNITED STATES.. 3 8 g 
Boston District... 8& 21 : 
New Haven .... 13 9 ' 
NEN. nS cw 2-446 11 30 9 
Springfield ..... -5 10 st) 
Providence ..... 6 10 8 
New York District. 6 13 ’ 
DUO WOPE 0: cbc vce —t r20 9 
Buffalo . 12 ris f 
New York — 14 0 
Rochester ...... 9 -—2 lf 
of) 7 a8 4 
Philadelphia Dist... r2 7 { 
Philadelphia ... rl 6 10 
Cleveland District. 3 4 13 
PT oS So's 6:06. —-2 r10 38 
Cincinnati .... 0 5 
Cleveland Mea ae 3 
Columbus ...... 90 7 
cy... 5 rij 
Pittsburgh ..... 1 $ f 
Richmond District. 2 r—4 ' 
Washington .... 1 1 t 
PAIEIIMIOTO. 62:5. 8 5 { 
Atlanta District . 0 r3 
Birmingham .. 4 14 
Miami ... ? 9 5 
Atlanta ...... 7 6 
New Orleans 9 29 
Nashville ....... 7 14 
Chicago District... 6 18 0 
CHAGMO 6 isgacccs 3 28 7 
Indianapolis 3 —-1 } 
| 11 15 18 
Milwaukee ..... 5 9 { 
St. Louis District 2 7 12 
Little Rock ....—12 6 : 
Louisville 11 16 9} 
ae 1 17 1] 
Memphis ....... 4 10 : 
Minneapolis Dist.. ° ” . 
Minneapolis ° ° ag 
<a ° 5 ° 
Duluth-Superior. ° " . 
Kansas City Dist... 4 r4 8 
oo Laer 8 3 lt 
Wichita ae ° 1 
Kansas City . 9 7 
St. Joseph , 3 23 
Oklahoma City. 5 2 
‘> | ere 11 2 
Dallas District. 2 5 
2 ee 160 7 
Fort Worth .. 3 1 
Houston .... 4 } 
San Antonio y l 14 2 
San Francisco Dist.—|! rl i 
Los Angeles Area—3 1 
Oakland 5 8 
San Francisco.. D 8 
Portland re 8 15 
Salt Lake City.. 7 29 
a 3 1 
r—Revised 
*—-Data not available. 
Appoints Roffman 
Richard H. Roffman, forme 


advertising and promotion dire 
tor of Traubee Products, Brook 
lyn, has been named public rela‘ 
tions consultant to Radio ¢ 
Appliance Journal, New York 
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Concentrated Circulation! 
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92% of the Times 14,906 
circulation is home-carrier- 
ered with a 73% Bayonne frmil! 
subscription. Get your story int 
the homes 587 
evenings every week. 


THE BAYONNE TIMES 
NEW JERSEY 
BOGNER & MARTIN 
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PHILADELPHIA WOMEN MUST HAVE THE INQUIRER TO HELP 
} 
14 
rl 
PLAN THEIR DAILY SHOPPING 
15 
9 
It’s a well-tested fact with advertisers that Phila- 
i delphia Prefers The Inquirer. Women depend upon 
on direc 
s. Brook e e 
blie 1 The Inquirer for a complete, unbiased coverage of 
adato d 
York 
» the news. They look to The Inquirer for features 
: and columns that help them plan better meals, 
- . raise happier families. And this preference of Phila- 
E SOLD 
OUTSIDE delphia for The Inquirer has made it the leading 
culation! eo , :; — 
advertising medium in Americas 3rd market. 
4,906 ABE 
rrier-: eli¥ 
mil! 
ae TELL IT IN THE MORNING... TELL IT IN 
omes 8i3 


TIM: 


Che Philadelphia Mnguirer 


presentat 
CHICAG! National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
cal Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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Double exposure means 

more sales. Field & Stream 
provides ‘‘double exposure.”’ 
That’s why—more advertisers 
used more space in Field & 
Stream for the first 6 months 
of 1947 and for the past 

36 years than in any other 


sportsman’s magazine. 


al 
pe 
as. 


WY Y7 

S Gf. 

S ZZ > = Magazine X 

S Z JV QP; Magazine Y 
SARS ABS Z 

— ~~ 
The above illustration is a comparison of the adver- 
tising linage carried by the three leading sportsman's 
publications for the first 6 months of 1947. 
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Results speak for themselves. A manufacturer of fishing 
lines writes, ‘“‘. .. your magazine has pulled the best of 
the four that we are using with the same ad for the 
same month.*” Ask any of the many advertisers who 
consistently make Field & Stream a ‘‘must”’ on their out- 
door lists. They'll tell you it’s far more important to reach 
the key sportsman than to reach the most people. 


Proof of results from the advertiser 


*From the testimonial letter files of Field & Stream 


A recent survey among retail sporting goods dealers asked, 
“Which outdoor magazines do sports dealers turn to for 
suggestions regarding . . . goods to stock .. .**” The 
dealers’ first choice by a wide margin was Field & 
Stream. This is proof of Field & Stream’s influence at the 
point of sale—and proof of the fact that dealers are inter- 


ested in selling products advertised in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 


» ~ THE LEADER—More fishing tackle manufacturers used more space in 
/ 1946 in Field & Stream than in any other outdoor publication. These 
advertisers appreciate the double value that ‘‘double exposure”’ provides. 


lumber One Sportsman's Magazine 
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Research Urged 
fo 88 Blue Cross 
PR Directors 


CuHIcaGco — Eighty - eight public 
relations directors of Blue Cross 
hospital plans, composing one of 
the largest public relations groups 
in the U.S., heard a number of 
specialists in the field stress the 
need for more research and ad- 
vertising, at their recent annual 
public relations conference here. 

Burr Blackburn, director of re- 
search, Household Finance Cor- 
poration, speaking on Household’s 


consumer service 
the company seeks a reputation 
for being interested in giving as 
well as selling service to the pub- 
lic. It has used booklets, slide 
films and motion pictures in its 
consumer service activity and will, 
he said, carry the story of the 
program to the public through 
advertising. 

Mr. Blackburn urged the Blue 
Cross officials to consider frequent 
use of advertising to tell the story 
of their non-profit hospital and 
related medical and surgical plans 
to the public. 


Cory, Hicks Speak 


Charles B. Cory, public rela- 
tions director, McCann-Erickson, 
Chicago, emphasized the impor- 
tance of advertising in the public 


program, said 


relations program of any organiza- 
tion. He pointed out that advertis- 
ing offers the most direct means of 
interpreting organizational poli- 
cies of business when it is neces- 
sary to inform the public of the 
activities and intentions of busi- 


ness. 

Joseph W. Hicks, president, 
Joseph W. Hicks Organization, 
declared that the first step in 


public relations should be to find 
“what people think of you and 
| why they think it. 
to conduct a public opinion sur- 
vey to find the answer to the first 
| question, 
|consider every phase of your con- 
| tacts with the public with an un- 
prejudiced eye to get the answer 
to the second.” 

Speaking on the same subject, 


You may have} 


and you will have to) 


Arnold F. Emch, of Booz, Allen & 
Hamilton, management counsel 
here, said: 


Emch Stresses Research 


“First, there is the problem of 
locating and isolating for study 
the various interested groups or 
classes of individuals . . . which 
for one reason or other are re- 
quired to be contacted. Second, 
there is the problem of determin- 
ing or modifying the policies and 
objectives of the plan, as well as 
of the public relations program, | 
so that the activities of the plan 
and your public relations pro- 
gram are always geared to defi- | 
nite, constructive purposes and | 
goals. And third, there is the | 
problem of determining a line of 
action that will achieve from all | 


The Washington, D. C., reader survey made 
by the Elmo Roper Organization under the 


direction of 


the 


American 


Association 


of Advertising Agencies, embraced the City 
and Retail Trading Zones and showed an 


area population of 


years of age or older. 


1,065,400 people, 15 


AREA POPULATION (BY PERCENTAGE) 
A\ew 


DAILY AND SUNDAY 
IN WASHINGTON, D. C. 


You Reach More 
People with The Star 
Than You Reach with 


Any Other Newspaper 


AREA POPULATION (BY PERCENTAGE) 
-,~ 


* 


FACT NO. | 
TO REMEMBER 
ABOUT THE 
WASHINGTON 
MARKET: 


IN WASHINGTON, D 
YOU REACH 
MORE PEOPLE 

WITH THE STAR 
THAN 


WASHINGTON 
NEWSPAPER 


* 


DAILY AND SUNDAY 


YOU REACH 
WITH ANY OTHER 


‘a r ‘, . 10% 20% 30% 40% SO® 60% 70% 80 a 
0 10% 20% 30% 40% SO% 60% 70% 
n rare rin nt A > n READ WASHINGTON An REGULARLY 
Bi READ WASHINGTON NEWSPAPERS REGULARLY ~ 
“| 9 | 9 ~ | a at 
© 
Cc. r ©) co mat cans cus Whemmdten utmererehs cashamt S| 00 NOT READ READ WASHINGTON NEWSPAPERS REGULARLY 
SiS ECS, cate i ST TSI CHA 
[dre rcs cial) ||P rc ea rene 
« + READ WASHINGTON NEWSPAPERS RECULARLY ze | | Read WASHINGTON NEWSPAPERS REGULARLY 
a ® | @ | 9) of 
a = R 
> > 
nw } 00 WOT READ READ WASHINGTON NEWSPAPERS RECULARLY "| @ P| 00 nor eran ReaD WASHINGTON NEWSPAPERS REGULARLY 


The Survey indicated 77.2% 


read one or more of the 4 Washington 
dailies on an average weekday; 82.8% read 


one or more of the 3 Wash 
on an average Sunday. 


of the people 


ington papers 


43.2%—460,000 people—read The Star on 
average weekday — more than 
other Washington daily paper. 
566,800 people—read The Star on an aver- 


read any 
53.2%— 


age Sunday—more than read any other 
Washington paper. 
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groups at all times the response 
or reactions we require to mai) 
tain and develop Blue Cross a 
cording to our objectives. . . 

“The point is that we shou! 
not assume so much, but rathe 
go out and gather the facts ar 
find out what the specific prob- 
lems and needs are, before \w, 
decide what kind of public rel;- 
tions activities we should engave 
ns,” 

Because so little has been writ- 
ten about what is to go into media 
in public relations drives, and 
next to nothing “appears regard- 
ing the determination of publi 
relations needs prior to prepara- 
tion of such material,’ Mr. Emch 
said, most public relations activi- 
ties are “not only ineffectual but 
a snare and a delusion. 


Hits Most Publicity 


“It accounts for the endles;: 
press releases that pile up daily 
on the newspaper’s city desk 
which, in the majority of cases, 
never get beyond that desk. And 
even when they do, what an ab- 
breviated, garbled version you 
have before you! It accounts fo: 
public relations departments 
which have never seen or helped 


|to determine the policies and ob- 
|jectives of the organizations to 


which they are attached. 

“It accounts for temporary o: 
sporadic publicity spurts, with nm 
continuity, direction or perma- 
nence. It accounts for the em- 
ployment of low-level talent in 
public relations, when highly 
competent professional assistance 
is required.” 

A promise that the Blue Cross 
Commission will take immediate 
steps to determine what the pub- 
lic thinks of Blue Cross plans 
was made by Richard Jones, di- 
rector of the commission. 

“Plans and hospitals,” he as- 
serted, “are not being realistic if 
they discuss subscriber rates with- 
out actually knowing what the 
public can or will pay for hospital! 
care. We cannot afford to delay 
conducting an opinion sampling 
poll to determine the answers to 
these questions, for upon _ such 
answers we must predicate not 
only our future public relations 
activities but our policies for de- 
vising an adequate schedule of 
service benefits at a price that 
conforms to demand.” 


Cleveland Club Elects 
Chester Ruth President 


Trustees of the Cleveland Ad- 
vertising Club have elected Ches- 
ter W. Ruth, advertising director 
of Republic Steel 
Corporation, as 
president for 
1947-48, succeed- 
ing the late Clay 
L. Reely, former 
Fuller & Smith & 


Ross vice-presi- 
dent. Mr. Ruth 
had served = as 
treasurer and 


vice-president of 
the club. 
Vice-president 
is Lester S. 
Auerbach, district 
Gulf Refining Company, an 
treasurer is Jesse T. Smith, pres! 
dent of the Yellow Cab Com 
pany. Horace C. Treharne wa 
reelected to his 20th term as set 
retary-manager. 


Chester Ruth 


manager 0 


Flannery Joins Sweets 


Eugene L. Flannery, former! 
regional sales manager of Be 
Foods, New York, has joined tl 
Sweets Company of America, H<« 
boken, N. J., as assistant sale 
manager of the grocery divisio! 
Mr. Flannery had been connecte 
with Best Foods and its predeces 
sors since 1927. 


Landsman Joins WHN 

Richard C. Landsman, former]) 
with Stations WNOC, Norwich, 
Conn.; WATR, Waterbury, and 
WNAB, Bridgeport, has joined the 
sales staff of Station WHN, New 
York 
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EUROPE’S DOLLAR NEED 
NERVE WAR IN AUSTRIA 


EQUAL PAY FOR BRITONS? 


sigue 

_ Dispatch 
U.S. just enoug 
enough to start recovery. 


Europe getting from the 
h to survive but not 
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, Germany. 
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Repackaged Leaf 
Gum Gets Wholly 
Revised Campaign 


CuHiIcaco —- A repackaged Leaf 
gum this fall and winter will re- 
ceive $1,000,000 in advertising 
support, three quarters of it consti- 
tuting one of the nation’s biggest 
spot radio campaigns. More than 
100 stations, including the larger 


outlets of the four major net- 
works, will share the $750,000 
(AA, July 21). 

Leaf Gum Company’s budget | 


also includes a $150,000 magazine 
drive, more than double the 1946- | 
47 magazine allotment. Half and 
quarter-page ads will run in 35 
magazines every other month for | 
a year. 
Announcement of 

budget was made at 


the 
the 


record | 


4 
mM 
me 


HOW Taylor 
(center), art director of Bozell & 
Jacobs, sketched this ad at Leaf Gum 
Co.'s recent annual sales meeting. 
Looking on is Nathan Jacobs, the 


IT'S DONE—Benjamin 


| agency's president, and making with 


the racquet is Joan Docherty. 


| nels.” 
Leaf will also use 24-sheet post- 
com-|ers and painted signs this year, in 


\new program differs markedly 
from °46-47. The magazine list is 
much larger; 24-sheets have taken 
the place of three-sheets in out- 
door, and the spots are to be used 
where, until early this year, Leaf 
used a network show (“Tin Pan 
| Alley” over NBC). 

The magazine list includes Col- 
lier’s, Cosmopolitan, Esquire, Holi- 
day, Liberty, Life, The Saturday 
| Evening Post, Secrets, Seventeen, 
Woman’s Home Companion, Dell 
Modern Group, Fawcett Women’s 
Group, Hill Women’s Group, Hun- 
ter Screen Unit, Ideal Women’s 
/Group and Song Hits Magazines. 

Trade publications used are 
Candy Industry, Confectioner, 
Confectioners’ Journal, 
| tionery-Ice Cream World, 
|national Confectioner and South- 
ern Candy Jobber. 


Dembeck Resigns Post 

Adeline A. Dembeck has 
signed as fashion publicist and 
executive assistant to the adver- 
tising director of Tennessee East- 


re- 


pany’s annual sales meeting, at-|a limited number of markets. The man Corporation, New York. 


tended by nearly 100 territorial | 
managers and sales representa- 
tives. Bozell & Jacobs, agency for | 
Leaf, used a burlesque of “The 
Hucksters” style and a parade of 
Patricia Stevens models to dem- 
onstrate how the campaign has 
been put together and how it will 
boost sales. 

“If you don’t merchandise this 
campaign, Leaf Gum’s money will 
fly away like flying discs,’ Nathan 
Jacobs, president of the agency, 
warned—and B&J executives 
sailed Leaf discs with dollar bills 
attached over the audience. 

Uses New Film 

To help the merchandising, all 
salesmen were equipped with new 
slide projectors and sound equip- 
ment so they may show distribu- 


tors a new Leaf film, “It’s Your 
Business, Too.” Paul R. Trent, 
director of sales and advertising 


for the company, showed the film, 
which stresses the rapid expan- 
sion of sales of Leafmint and Leaf 
Spearmint. 

“Total sales in the national 
chewing gum industry total more 
than $175,000,000,” Mr. Trent de- 
clared. ‘Leaf has become one of 
the leaders in the five-cent pack- 
age field through effective adver- 
tising and high quality of the 
product. We are planning to 
secure 15% of this market through 
distribution in regular trade chan- 


Teachers are alert to new ideas in food, 
dress and recreation... they mold the 
minds of America by educational dis- 
cussions of these subjects. And because 
teacher’s viewpoints on these and other 
topics are so highly respected by her 25 
million pupils, she exerts a powerful in- 
fluence on millions of home budgets 

Your ads in State Teachers Magazines 
710,000 wide-awake, responsive 
.more than can be reached 
by any other publication 

Write for details. State Teachers Mag- 
azines, 307 N. Michigan Ave., Chicago | 


reach 


teachers 


Georgia C. Rawson, Manager 


,000 Subscribers 


An association of 43 stote teachers magazines 


Confec- | 
Inter- | 


'Canada Schedules 


1948 Trade Fair 


In a move to support Canadian 
exports after her customers’ dol- 
lars run low, the Canadian gov- 
ernment, through the Ministry of 
Trade, has scheduled an interna- 
tional trade fair for Toronto, May 
3l-June 12, 1948. 

Already, 220 Canadian firms, 150 
British, 30 Czechoslovakian, 25 
Belgian, 20 Dutch, and 50 others 
have reserved space. Displays will 
be arranged by commodity groups, 
and will be limited exclusively to 
goods which can be bought and 
sold immediately. Invitations have 
been extended to more than 100,- 
000 purchasing and buying agents 
throughout the world. 


Plomb Tool Nemes Two 


Thomas B. Moule, assistant di- 
rector of sales in the Los Angeles 
office of Plomb Tool Company, has | 
been named tc supervise the com- 
pany’s sales organization in the 
eastern half of the United States. 
Jack G. Allen has been appointed 
to succeed Mr. Moule and to 
supervise the export department | 


AL Sing Age, JULY 20, 
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Marlowe Forms 
Television Firm 


New YorK—Harvey Marlov 
has resigned as executive teley 
sion producer for the Americ: 
Broadcasting Company to form h 
own company, Harvey Marlowe 
Television Associates. The ney 
firm will have offices at 211 Ws 
57th St. 

Mr. Marlowe will produce fil 
for business and industry, package 
shows for television and radio, 
and offer production and consul'a- 
tion services to advertisers, agen- 
cies and stations. 

Whenever possible the firm wil! 
produce its television shows on 
film, Mr. Marlowe said, explain- 
ing that this enables a producer 
to edit and shoot re-takes and 
thus turn out a better product. 


Agency Changes Name 


Forward Advertising, Phila- 
delphia, has changed its name to 


Leonard F. Fellman & Associates 
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‘Valet’ to Bow Soon 


‘alet, a new national monthly 
yocket-size trade publication pub- 
lished by American Trade Maga- 
zines, Inc., Chicago, and designe 
for press shops and tailors, will 
make its appearance before the 
end of the year. The 12-time page 
ate will be about $6 per thousand 
circulation, The magazine wil! be 
iaunched with a minimum guar- 
anieed circulation of 40,000. 


a 


Form Management Firm 

Sadler, Hafer & Associates, per- 
sonnel management counsel, has 
been formed at 333 N. Michigan 
Ave., Chicago, by W. Keith Hafer, 
formerly personnel director of In- 
ternational Cellucotton Products 
Company, and Dr. William S. 
Sadler, author of books on psy- 
chiatry and psychology. 


Appoints Larson 

‘eonard Larson, formerly with 
Adel Precision Products Corpo- 
ration, has been named sales man- 
ager of the personal airplanes di- 
vision of Texas Engineering & 
Mfg. Company, Dallas. 


‘Temporary Props’ 
Hold Up Economy, 
President Warns 


WASHINGTON—In a special mid-| 


year economic report to Congress 
last week, President Truman re- 
peated the warnings about “too 
high prices’ which he first made 
in his economic declaration last 
Jan. 8. 

“Temporary props” are sustain- 
ing present full employment and 
unprecedented prosperity, Mr. 
Truman said. “As they weaken, 
we shall need to make many basic 


readjustments.” Despite an all- 
time record prosperity, he con- 
tinued, dangerous economic fac- 


tors which could lead to inflation 
and depression are still with us. 

“Too high prices’ was the con- 
stantly repeated and _ injected 
theme of Mr. Truman’s report. 


The “temporary props” which are 
now maintaining full employment 
and high-price levels, he de- 
scribed as: (1) Reconversion de- 
mands of business; (2) the back- 
log demands of consumers for 
goods not available during the 
war; (3) extensive use of savings 
and credit; (4) an “extraordinary 
excess” of exports over imports. 

The President’s report, con- 
tained in a 48-page printed pam- 
phlet, was in large part a reflec- 
tion of the views of his Council 
of Economic Advisers. The high- 
lights are: 

Prices Too High 


Prices: The key factor in the 
entire economic setup, and _ still 
too high compared to consumers’ 


incomes. He pointed out that 
there are the twin dangers that 
a short corn crop may cause 
speculative increases in all farm 
prices, and that the new coal 
wage contract may be used by the 
|steel industry for raising its 


prices. This, he points out, would 
set off another wage-price infla- 


tionary spiral. 
Incomes: The “real” 
consumers have 
past six months. 
Production: Production is at rec- 
ord levels, the report, with 
present gross national product at 
an annual rate of $225 billion. 
Employment: This, 
record levels—with 
60,000,000 in jobs. But, 
out, there are some 
in textiles, clothing, 
electrical machinery 
Profits: Highest ever—at the 
rate of 10% on net worth, for the 
first half of 1947. 


incomes of 
declined in the 


says 


too, is. at 
more than 
it is pointed 
weak 
leather 


spots 
and 


Housing Situation ‘Dangerous’ 


Housing: Definitely a sore spot 
in our economy, the report says. 
Home building is far less than 
anticipated, because construction 
costs are far too high. Charac- 
terized as dangerous to long-term 
economic stability. 

Exports: The foreign aid pro- 
gram must be continued, Mr. 
Truman says, as it is the key ele- 
ment in winning the peace. There 


linculation 


* 


v incomes 


heads of families 


Yes, 3,000,000. Three million. Husbands and wives 


3,000,000 of them 


pore over Better Homes & Gardens for the 
help it gives them in living better in a better home. 


(Cover to cover, ads and all.) 


with good 


Over 


It's 100°« service that screens out casual readers, and 
gives you this active homemaking market that spends 


billions every year. 


That's too big a market for you to miss. May we tell 
you how BH&G is 100°. service for you, too? 


has been a somewhat unexpected 
doubling of net exports over im- 
ports since last year. This is 
classed as partly temporary 


Inventories: There has’ been a 
healthy reduction in the rate of 
accumulation, says the report 
Therefore, they can now be in- 
creased to some degree with 
safety 

Prospects: The standard of high 


prosperity can be maintained and 
continued, Mr. Truman asserts, 
but adjustments in prices, pro- 
duction and income are absolutely 
necessary. At present, he says, 
the high level is being maintained 
by those “temporary props” which 
must ultimately decline or disap- 
pear. 


Lathrop to Girl Scouts 
as Public Relations Head 
The Girl Scouts have established 
a new public relations depart- 
ment, with Leonard Lathrop, for- 
merly manager of the Electrical 
Manufacturers Public Information 
Center, as director. He will super- 
vise also the national Girl Scout 
convention. 
Mr. Lathrop has been a reporter 


on the Wall Street Journal and 
other newspapers; secretary and 
press representative for the late 
Sen. Hamilton F. Kean (N. J.), 
and advertising manager for the 
Jersey Central Power & Light 


Company. 
Cee-Van Appoints Levy 
Levy Advertising Agency, New- 
ark, has been appointed to handle 
the advertising of Cee-Van Com- 
pany, Newark, manufacturer of 
Sani-Rest products. Newspapers, 
business papers and spot radio 
will be used for the Sani-Rest 
Invex mattress. 


Blumberg Names Elias 

Horace J. Elias, formerly radio 
director’ of Booth, Vickery & 
Schwinn, Baltimore, has _ been 
named an associate and account 
executive of Frank L. Blumberg 
Agency, Baltimore. 


DO YOU KNOW 
the 5-year record 
of New York Post 


advertising™ 


progress in th 
stringent newsprint re 
—— *Source: Media Records, 
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ADVERTISING GAIN at 
2,620,312 LINES—UP 50.0° 


ADVERTISING GAIN 
407.890 LINES—UP 10.6 
3 860 59! 
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its GRowER-READERS | To McConnell, Eastman Publicity Associates | N AM R helped to strengthen the mercha 
eveals All 


j PRODUCE: | The Toronto office of McCon- : |marine, promoted the parcel po 
38°, notion’s opples nell, Eastman & Co. has been ap- Headed by Bernstein system and supported the Panan 
90°, nation’s winter peo’ | pointed by Eclipse Fountain Pen In AA’s public relations round-| P Canal: 
aa calieme Came & Pencil Company, Toronto, tc | UP (AA, July 21), the public re-| (3) has urged and sponsor 
98°, nation’s filberts direct its advertising. A _ pre- ee eee headed by Ben- § 00 workmen’s compensation laws a 
Write for full story school campaign will be launched | Jamin sonnenberg was incorrectly | i j iter ‘a 
1935 $. E. SALMON ST. * PORTLAND 14, OnEGoN |i2 the fall, followed by pre-| called Publicity Associates. The| » marcel peyrovenees . Soak “ 
sue 5 ; | Christmas promotion. proper name is Publicity Con-| abor in factories an real sox 
sultants. in 00 e security’—not just the governm: 
| Publicity Associates is headed check kind”; (4) “backed to th 
by Joseph A. Bernstein, treasurer) New York—Last week public | limit the original pure food and 
- and acting president, while Amy | relations sakes . drug laws,” and campaigned 
Phone MONIRV}E 7,0,8.0, || Vanderbilt, its president, is on| ro mae a — oo the Federal Reserve System of 
| leave of absence. Josef Israels II ange et ee banking, and the National Safety 
| is vice-president. The firm. is | ™rers a booklet calculated to ex- bee ' 
|located at 350 Fifth Ave., New | Plain the NAM as it sees itself. ; 
| <aee. ae png seven accounts) Called “The Public Be Served,” Recalls War Pledge 
| heade y the National Associa-| it tells in 24 pages of clear text .; pes 3 ae 
tion of Margarine Manufacturers, | and illustrations what the asso- Rig Mier deni aoe get ae 
| American Spice Trade Association | ciation stands for. somethi f ried a terrific load and paid off 
and the Empire State building. | (2) ottory, he cken and neneven |i unprecedented numbers _ o' 
ceccandleenaiiiapti ie oie oak tg oy ene tools of war. NAM recalls proudly 
: ys Ine Most power- | that it pledged, an hour afte 
Opens New Studios ful of all industrial associations, te _ 


- ! recs . 7 a* “ Nn. 
Reeves Sound S tudios has|NAM was founded in 1895, with a a S 
opened new studios at 304 E. 44th | 300 members, now has 16,000, of | ¢.. every oF ace > gay cate 
St., New York, equipped for pro- | wigely varying size and pr 4y | or every one that sinks. It wi 
duction of sound recording in in- I NAM: elgg ‘ Pp — match every enemy bomb with a 
dustrial films, radio transcription,|  “" s view it has: (1) pro- | dozen. It will blacken the sk) 
|disc cutting, training slide films| moted foreign commerce and was | with planes. It will produce, pro- 
| and television. Chester L. Stewart | active in securing the establish- | quce and produce to the end that 
OFFICES IN PITTSBURGH AND NEW YORK fo executive vice-president and} ment of the government’s Depart- | victory shall be swift and sure.” 
general manager. ment of Commerce in 1903; (2) | In ‘the postwar period, NAM 


| asserts that it led in the formatio: 
LR SE hoa Me ROT Si aileaaie 3 2 5 Sa of the National Postwar Confer- 
ence, assigned eight committees 
to study industrial peace, and put 
into service a special group to 
assist member companies. with 
veterans’ employment programs. 
In stating its objectives, NAM 
|repeats it “believes in the righ! 
|of employes to join or not to joi 
a union, free from coercion 
monopoly in unions is just as 
harmful as business monopoly 
labor unions certainly have the 
right to strike . . . when it’s not 
in violation of existing contracts.” 


Lists Disapproved Strikes 


It does not approve “jurisdic- 
tional strikes, sympathy strikes, 
strikes against the government. 
strikes to force recognition of an 
uncertified umion, strikes to en- 
force featherbedding and second- 
ary boycotts.” 

NAM still stands for debt and 
tax reduction, advocates world 
trade, says flatfootedly that “NAM 
is an industrial democracy,” and 
details the method by which its 
board of directors is elected. 

The inner workings of the as 
sociation are also sketched, show- 
ing which divisions do what as 
NA™ rolls along toward its “bet- 


N another month or so the space-estim : : ter tomorrow.” NAM declares 
I seaielihek Tilia sai Secon ¢ M4 . 3 of the moting and selling. The carryover from the war days auain that a better tomorrow is 
chev & “4 ae gin tos tg : em in the face. _ is just about washed up. pastibie if “we keep our individ: 

e e figuring how to make thi ; er y 
ne a up that sont space culoaieine Stier ea _ Because Industrial Marketing is the only publica- ual Seamer: 
market should be taken off and that - ut on tion devoted exclusively to the problems of the in- a eee gg hy eo 

P ' dustrial advertising executive, it is the basic medium on vi efile coe be, 


tunity to invent new products and 
to make and sell them on a free 


Help them out! Help them decide—that your book, 


' for you. It carries more advertising addressed to 
of all the ones they are considering, certainly must 


industrial marketing and advertising men than any 


. open competitive market; if we 
stay on the list. other publication, and so it has become the place remember that we have to work 

You know what to say to them. We know how to where they look for information such as you want for what we get—that no syn- 
take what you have to say right to their desks, where them to have. thetic economic cure-alls can take 


: : . - le ; On..." 
it will get attention. Our editors are preparing the ye as Seer 


: Timed right at budget-time, you have an oppor- 
right kind of material to stimulate space-buyers’ think- 7 Y = 


tunity to do a “tell-all” selling job capable of deter- 


ing, to help them balance up that precious appropria- mining your position on numerous 1948 schedules. Plume. Tyler Named 
tion with the right kind of advertising. Decide now that your story will be told in sufficient, True’ Executives 

Our circulation department has been working impressive space in our September issue which will Y => “apg hog Ye a a "G flore 
steadily to get just the right kind of audience to- reach your most important customers just when lume, with the orga ion i 


Plume, with the organization i 
an executive advertising sales ca 
pacity for 11 years, as advertisin: 
sales manager of True, effectiv: 
Aug. 1. George Jones continue 
as eastern sales manager of Tru: 

James S. Tyler, formerly wit 
the American Newspaper Adve! 
tising Network, Time, Inc., an 
the Mutual Broadcasting Systen 
has joined True as sales prom 
tion manager. Paul Green, forme 
assistant to Hunter Snead, w! 
recently resigned as sales prom 
tion manager of True and Today 
Woman, will handle sales prom 
tion for the latter. Roy S. Pollo 


. . . continues as sales promotion di 
Your cooperation in supplying copy and plates promptly will be appreciated rector of the Fawcett organizatior 


i a ™ — —— . ee se 2 5 Pe eed i iia [en ‘ 3 4 sd 
3  «6~“§{RPRAMECTARIAL PmantiIirTi nn Pia Welch to ‘Sports Afield 
ef , } ; ; J. Robert Welch has joined th 
fe af G4 PeeShe FFF RFELE PG Bia' eastern sales staff of Sports Afield 
with headquarters in New York 
Mr. Welch had previously resigne 
a similar position with America 
Legion Magazine, which he joined 
330 W. 42ND ST... MEW YOR i after wa service in the Mariné 


gether for you, too. Industrial Marketing goes to schedules are in the formulative stage. 
nearly three times as many industrial advertising and 
agency executives as it did in 1940, and to a group 
more carefully classified than ever. Unless an execu- 
tive is just the kind of man you want to reach, our 


circulation people don’t send him any invitations to 
subscribe. 


Most places the transom has swung shut. Orders 
for 1948 are going to come in all right—but they'll 
come in to the publications that are actively pro- 
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OR 32 years, ever since the first National Hotel Exposition 

was held in New York City, HOTEL WORLD-REVIEW has been 
issuing its distinctive GUIDE TO EXHIBITS number in magazine 
format. it 


This year, a new idea offers manufacturers a double-barreled 
advertising opportunity. The editors are moving the initial pub- 
lication date of the Guide back a full week, to November Ist. 


It means that leading hotel executives who regularly read HOTEL 
WORLD-REVIEW each week will get a preview of the Show be- 
fore leaving home. In fact, they will get this special supplement 
ten full days before the opening of the Hotel Show! 


It means they will get exactly what they want and need Show- 
wise — a complete Guide, Floor Plans, Programs, Description 
and Location of all the Exhibits and complete product informa- 
tion from the advertisements of many leading manufacturers. 
Remember, they will get it ten full days in advance. 


In addition, the magazine will be distributed (as usual) at regis- 
tration desks and other points of prominence to all visitors to 
the Hotei Exposition during the entire week of the Show. Total 
circulation? Over 8,000 guaranteed. Closing date? October 14th. 


EP 
eo: 


«See 


a. 


PREVIEWTA 


Remember, the GUIDE TO EXHIBITS issue this year will give your 
advertising two shots at the country's leading hotel owners, di- 
rectors and managers—once at home before the Show starts— 
and again at the time they gather at the Grand Central Palace. 


a AHRENS 
Publicatiou 


Publishers of HOTEL WORLD-REVIEW ~HOTEL MANAGEMENT—RESTAURANT MANAGEMENT—TRAVEL AMERICA 
NEW YORK: 71 VANDERBILT AVENUE —— CHICAGO: 333 NORTH MICHIGAN AVENUE 
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Names Roberts V.P. 


James A. Roberts has 
named a vice-president and di- 
rector of Mercury Mills Ltd., Ham- 
ilton, Ont. 


been 


‘'Humburg Moves Offices |Issues Decal Manual 


Christy Humburg Advertising Meyercord Company, 5323 W. 
Agency has moved its offices to| Lake St., Chicago 44, decalco- 
1301-02 Paul Brown building, 818| mania manufacturer, has pub- 
| Olive St., St. Louis 1. lished a full-color brochure, en- 
| titled “Ads on Wheels,” dealing 


Just Being Introduced 
MULTI-COLOR 


MOVIN 


ELECTRIC DISPLAY 


Animated, scintillating motion without mechanical action— 
No motors—no gears—no moving parts. 


ADVERTISING SALESMEN ing 
Earn $5,000 to $25,000 and more yearly 


Destined to revolutionize the neon industry. 


and foreign patents. 
welcome this unique opportunity. 


Ohio Display Building, Pearl Street 


Salesmen with clientele among quantity users will 
Write today for particulars. 


THE OHIO ADVERTISING DISPLAY COMPANY 


with truck decal advertising. The 
manual shows how advertisers use 
trucks as “mobile billboards,” 
cashing in on the free display 
area of truck panels, and the 
effectiveness of fenders, visors, 
roofs and doors as display areas. 
Copies may be obtained free from 
the company. 


G LITE 


Poster Group Names Two 


Recognition has been granted by 
the Poster Advertising Association 
of Canada to the following adver- 
tising agencies: Grant Advertis- 
(of Canada), Toronto, and 
| McGuire Advertising, Windsor, 

effective July 1 for a period of six 


months. 
Protected by United States 


‘Santa Joins Bauerle 


Martin J. Santa, formerly in 
| charge of sales promotion of Ar- 
nold Opler & Associates and W. H. 
Wilton, Inc., has joined T. R. 


Cincinnati 2, Ohio 


4 a 
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330,000 LIONS 
thank San Francisco and 
all California 


CALIFORNIA 


HERE WE ARE! 


World s Lorgest and Most Active 
SERVICE CLUB 
Holds 30th Annual Convention 
in Sam francisco, Juty 28-3! » 


Caditeame Len Will Be Now President 


LIONS INTERNATIONAL 


8060e 


LIONS ROAR, PLEASANTLY—it's a "man bites lion’ story in San Francisco, 

where Lions International ran a full-page ad (left) in all S.F. dailies at the 

beginning of its international convention, and will run a 1,500-line “apprecia- 
tion" ad (right) when the conference closes. 


Convention Ads 
Sell’ Lions to 


Bauerle Advertising Agency, Chi- 


cago, to handle copy and contact 
work. 


Joe Sales knows that to get into the right homes, you've got to get into 


The Detroit News. Recent surveys of the Detroit market conducted by The Detroit 


~ 407% . ‘ — 
64% of the home owners, and 63% of the total income. This is percentage- 


News show that The News reaches 65% of Detroit’s automobile owners, 


wise proof that the buying-powered segment of America’s 4th city can be 


adequately covered through The Detroit News alone. 


With the largest weekday circulation in Michigan and the largest 


Total weekday 


538 ,233—A.B.C 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The Jona E. Lutz Co., Tribune Tower, Chicago 11 


trading area circulation, either weekday or Sunday, The Detroit News is the 


answer to'your problem of reducing advertising costs. 


£21,999— Total Sunday circulation 
nding March 31, 1947 


, ij f 
circulation 


average for 6 months « 


San Franciscans 


San Francisco—tThe old custom 
of “welcoming” visiting conven- 
tioneers to.a city by running ads 
addressed to them will be re- 
versed here Monday. 

On that day, when Lions In- 
ternational gathers here for its 
30th annual international confer- 
ence, the Lions Clubs will do the 
advertising. In full-page space in 
Sunday and Monday editions of 
the four dailies, Lions Interna- 
| tional will tell facts about the 
| organization and what it does 
|Headed, “California—Here We 
Are,” the ad will attempt to ex- 
plain to San Franciscans exactly 
what the organization stands for 
and what it does, how big it is, 
and some of the things it hopes 
| to accomplish at its meeting. 

Then, when the meeting ends, 

|afternoon papers of July 30 and 
morning papers of July 31 will 
carry another 1,500-line ad 
headed, “330,000 Lions thank San 
|Francisco and all California.” 
Copy expresses the gratitude of 
|\the delegates to San Francisco 
and the state, and also announces 
the election of the organization’s 
|new president, Fred W. Smith of 
| California. It is possible to make 
'this announcement because the 
lst vice-president customarily is 
| elevated to the presidency. 
| The unusual convention adver- 
tising is said to be the brain child 
of Melvin Jones, secretary-gen- 
|eral and founder of Lions Inter- 
|national, who thinks the public 
|of any city may be interested in 
‘knowing something about the 
| thousands of visitors who swoop 
|down on them for a conventio! 
|Klau-Van Pietersom-Dunlap As- 
| sociates, Milwaukee, placed the 
| advertising. 


Lipton Lifts Tea 
12 Cents a Pound 


Thomas J. Lipton, Inc., Ho- 
boken, largest importer, blender 
|and distributor of packaged teas, 
| has increased wholesale prices 4!- 
|most 12 cents a pound, R. B. 
Smallwood, president, has an- 
| nounced. Lipton is owned 90% by 
Lever Brothers Company, Cam- 
bridge. 
| This first general advance since 
| 1941, he explained, reflects onl) 
|}in part a 100% increase in the 
cost of producing tea in Liptons 
|Ceylon plantations; an actual in- 
|crease of 90%, compared with 
| prewar, in importing tea for U.5 
consumption, and higher domes! 
costs. 


|Grey Is Gruen Agency 
An item on Page 1 of the Jul) 
21 issue of AA identified McCann- 
Erickson as the Gruen Wat 
|Company agency. Gruen is nov 
|handled by Grey Advertisin: 


Agency, New York, which ha 
|had the account for  severa! 
months. 
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: THE VOCABULARY OF ADVERTISING ART No.4 CRAYON 


\v'S 


 CASY 
a . 
ad Just start with d cheap box of crayons about the age of two and keep drawing 
-_ | % 3 \2 X VW for enough years, and then . . . if you have George McVicker's 
at the 


. ’ talent . . . you can make simple, positive statements with straightforward draughtsmanship, 


PRAYON 
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is ¢ { } like that shown below. Consider crayon as a medium for advertisements 
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TEAR-APART—Westinghouse is pack- 


aging its household bulb sizes in this | 


tear-apart display package, the four- 
section outer sleeve of which holds 
three bulbs each, suggesting purchases 
of lamps in units of at least three. 


‘Home Circuit’ 
Sponsors Courses 
for Negro Models 


Cuicaco — Home Circuit, “The 
Magazine for Bronze Women,” has 
sponsored modeling courses for 
10 young Negro women to pro- 
mote understanding of special 
style and color needs. 

Negro women, the publication 
declares, have the same basic 
fashion problems as other women, 
but have special needs, particu- 
larly regarding color combina- 
tions. 

Debut of the 10 models, who 
vary in color and size and are 
known as the Gerry-Lynn models, 
was made recently before a group 
of advertising men, fashion edi- 
tors from metropolitan newspa- 
pers and magazines, and others. 


Greene, Thomasma Get 
New Posts at Todd 


L. T. Thomasma has been ap- 
pointed assistant general sales 
manager and Irving Greene, man- 
ager of sales promotion and ad- 
vertising, both newly created 
posts, of Todd Company, Roches- 
ter, N. Y., manufacturer of fraud- 
preventing checks, Protectographs 
and payroll systems. 

Mr. Thomasma, who _ joined 
Todd originally 20 years ago, re- 
cently has been sales manager of 
Sanitor Mfg. Company, Chicago. 
Mr. Greene has been zone man- 
ager in Chicago. 


RETAIL SALES UP 
1% TIMES NATIONAL 
AVERAGE! 


Attention! Mr. Advertiser—Mr. 
Space Buyer: Here are compell- 
which should 


selecting 


ing facts you 


when your 


consider 
_ “ :. 
newspaper media in the South's 


Number 1 State. 


@ Retail Sales are up 172% over 
1940 in our trading area. 


@ Retail Sales are up 141% over 


1940 in Forsyth County. 


@ Retai! Sales are up 142% over 
940 in Winston-Salem: — Al- 


most $80,000,000 in 1946! 
U. S. average gain in Retail Sales 
over 1940 was only 123% 
All this ad 1 one vital c« 
Wi n-Sa ? t ? rket 
{ er i} +} / 
\ A Car ! 


J OURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representative: 


KELLY-SMITH COMPANY 


Circulation of the Sunday Journal 
and Sentinel now exceeds 50,000! 


Magazines Aid Drive 

A total of 243 magazines repre- 
|senting a combined circulation of 
|more than 90,000,000 will cooper- 
| ate in promoting Community 
| Chests this fall, reports H. J. Heinz 
II, chairman of Community Chests 
|}of America. Cooperation was in 
jresponse to a magazine kit in 
which the National Publishers As- 
sociation endorsed the Community 
Chest program. A total of 81 mag- 
azines have agreed to use the red 
|feather symbol. 


| Kimball to Wettstein 

| Maurice A. Kimball, formerly 
advertising manager and assistant 
to the publisher of the Colling 
Publishing Company, has joined 
| Bob Wettstein, publishers’ repre- 
| sentative, as Los Angeles man- 
| ager. 


Seattle Builders’ 
Newspaper Ads 
Justify Prices 


SEATTLE — All branches of the 
building industry have joined in 
a 15-week newspaper campaign 
here to justify their prices to the 
skeptical, price-conscious public. 

About $20,000 has been con- 
tributed for the drive by builders, 
real estate firms, architects, build- 
ing material dealers and others. 
The campaign is sponsored by the 
publicity committee of the Mayor’s 
Committee on Emergency Hous- 
ing. 

Ads stress that “the real value 
of a home is in its use” and “is 
not related either to the price you | 


| ing work in fire safety are: 


pay when moving into .a new 
house or to any future sales figure 
it may command at the end of 
your period of occupancy.” Those 
who wait for substantial cost and 


price reductions, the ads _ point 
out, will wait in vain. Improve- 
ments in building methods also 


are stressed. 


Newspapers, Stations 
Win Fire Safety Awards 


Gold medals for distinguished 
public service in promoting safety 
from fire have been awarded by 
the National Board of Fire Under- 
writers to the Chicago Sun, the 
Message, Moberly, Mo., and Sta- 
tion WTIC, Hartford. 


radio stations cited for outstand- 
Buf- 
falo Evening News; News, Griffin, 
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Ga.; Philadelphia Inquirer; Tim, 
Herald, Port Huron, Mich.; Sta; 
Island Advance; News, Pa 


Verdes, Cal.; American, Blac'.. 
duck, Minn.; Herald, Cransti. 
R. I.; Stations WGN and Wis 


Chicago; WPTF, Raleigh, N. 
WHO, Des Moines; WOWO, F 
Wayne, and WFNC, Fayettev 
we 


Scott Joins Potter 

George B. Scott, formerly in :}, 
advertising departments of Bu‘le, 
Brothers and Hotpoint, Inc., (hj- 
cago, has joined Stuart Poiter 
Inc., Chicago, in charge of cre. 
ative work. 


Victoria Pearl to Best 
Eight other newspapers and six | 


Victoria Pearl Company Liq. 
New York, has renamed Frank 
Best & Co., New York, to direc: 
its advertising. 
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me -| DuMont Names Phillips United Air Lines 
os Lawrence rere. SoReneeTy SE. | Soe ‘Thank You’ Ads 
“Sf ecutive vice-president o if é, 
= ‘ = mp Shows, has been named di- “ ea cece on launched | 
oo ‘tor of DuMont Television|? § é °e ( ine 
WLS pea bya a "suacantiaben web: | newspaper ads, to continue during 
. u ABD "New York, and WTTG, August, in the smaller cities along 
Fort w ishington. DuMont hopes to ex- | its alrway. ata ad — 
Vill sand to three other key cities as|8™OUP of UAL employes al 
“oon as possible. Construction is | thanks the individual community 
inder way on its Pittsburgh out- | for its support. — 
let, and applications for stations The series starte se , 
n 1 » Cleveland and Cincinnati are |ham July 10, commemorating the 
3 : : aiting FCC action |airline’s fifth anniversary of serv- 
aod et Lhe eae ‘ice there. N. W. Ayer & Son is the 
hi- 


| ¢ cy. 
o'ter, J Named Western Manager |“°°"*” 
Coronet has appointed Paul 


a ticing man. Bids for Conventions 


Guns and Rifles 
Head Youths’ List 
of Future Wants 


Boston—Guns and rifles, radios, 
motor bikes and fishing equip- 
ment lead the list of purchases 
teen-age boys intend to make 
when the goods—and the brands 
they want—are available. Their 
preferences are shown in a new 
survey of the youth market by the 


| Open Road for Boys. 


Analyzing the first 1,278 ques- 


up this way: Radios, 149 (10.8%); 
motor bikes, 117 (8.4%); fishing 
equipment, 95 (6.9%); nothing, 
93 (6.9%); cars, 82 (5.9%); cam- 
eras, 70 (5%); wrist watches, 46 
(3.4%); clothes, 36 (2.6%); motor 
scooters, 35 (2.6%); boats and 


canoes, 29 (2.1%); record player- | 


Victrola-radio, 27 (2%); tents, 24 
(1.7%); bicycles, 19 (1.4%); sleep- 
ing bags, 16 (1%); basketballs, 16 
(1%); bike equipment, 16 (1%); 
baseball equipment, 20 (1.4%); 
outboard motors, 14 (1%); skates, 
12 (.8%); electric trains, 12 (.8%); 
fire crackers, ammunition, 11 
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The compilation, handled by the 
Research Company of America, 
also indicates what these teen-age 
youths already have in the way 
of many articles of merchandise, 
their knowledge of brand names, 
the kind they ask for most, and 
other data. 

Asked what industrial or public 
service ads they found most in- 
teresting, 92 of the boys put Gen- 
eral Electric at the top of the list 
Other leaders included Bell Tele- 
phone, 72; cars (not specified), 
55; Ford, 33; General Motors, 13, 
and General Motors cars, 7; gas- 


Jones western a? | tionnaires completed out of a total 
ier, heading the Chicago adver-| The Boston Chamber of Com-| ,¢ 3999 sent to subscribers, the 


tising office. Mr. Jones has been a| merce has doubled its convention | 


(.8%); electric woodworking tools electric power, 47; Westinghouse, 
—machine tools, 11 (.8%); and 10| #6: Coca-Cola, 40; airplane-air- 


gas? . ee 4\ \|craft, 36; gasoline companies, 31; 
[ ob Berea : ‘o, | Publication found that 222 boys,|or less mentions, 215 (15.5%).| aes ~ : . ’ 
_Lia, | member of the senior space sales bureau's personnel and promotion oP" i6'97,” planned to purchase| Two hundred of the respondents | Burma Shave, 26; Pepsi-Cola, 25 
rank sti oO » C 4 . a § 


direct [f Southwest, and was formerly with| color film to sell Boston’s attrac- | Suns and rifles. 


didn’t know what they want to cereals, 25; railroads, 25; radios, 
Liberty and National Geographic. | tions as a convention city. 


Other future purchases shaped! buy, and 27 gave no answer. 19; The Open Road, 18; cigarets, 


ASG ipet agen -- 
es ene) ae 


Es 


Ay 


ee esos 
es 
Spe rag 


13; Greyhound bus, 13; toothpaste, 
| 12; and firearms, 12. 


Hedekin Granted Leave 
to Work with Ad Bureau 


Edwin C. Hedekin has been 
granted a six-month leave of ab- 
sence from Ridder-Johns, news- 
paper representative, to work with 
the national division of the Bu- 
ireau of Advertising, ANPA. He 
succeeds Dan Donahue, named na- 
tional advertising manager of the 
Minneapolis Star and Tribune a 
|fortnight ago on his return to the 
Minneapolis papers from his Jan- 
juary-to-June assignment to the 
bureau. 

Mr. Hedekin is the second work- 
ing newspaper man to join the bu- 
reau under the “lend-lease” ar- 
rangement put into operation 
earlier this year. He will serve as 

lan account executive and will 
'work on the bureau’s business 
|analysis staff. 


| KVAN Boosts Power 


KVAN, Vancouver, Wash., will 
: shortly boost its power to 1,000 
% watts on a full-time schedule. 
ae 
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preference for the 
newspaper that best 
bs 
: reflects the economic 
f 
il 


E 
E 
4 
' 
4 


| TIMES-HERALD 260,912 

BEE | The STAR 214,212 

. . s 165,554 

The Friendly Station - Cleveland aa 
Edward Petry & Company : National Representatives | as of March 31, 1947 


FOUR THINGS 
are established 
in Washington: 
Established jobs, 


established incomes, 


solidarity of the 


whole establishment! 


Establish your 
product through 


The Times-Herald. 


Se_.-._s 


Editor and Publisher 


Times Ka Fierald 


WASIIINGTON, D. ¢ 


Vational Representative 
GEO. A. MceDEVITT CO 
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Grats! 


° the August issue of MODERN SCREEN there are gg photo- 
graphs of movie stars. 


Every one of these pictures appears exclusively in MODERN 
SCREEN. Intimate, informal, interesting... these photo- 
graphs are typical of how MODERN SCREEN presents the 
material its readers like...in the way they like best. 


Whether it’s writers like Louella Parsons, Hedda Hopper, 
Ed Sullivan, Dorothy Kilgallen ...or exclusive Hollywood 
news and interviews. ..or special features and articles rang- 
ing from beauty hints to fashion news... MODERN SCREEN 
presents the finest in each field. 


That's why more than 1,000,000 young women buy 
MODERN SCREEN every month and find it so interesting 


and so enjoyable. That's why too, many of America’s lead- 


ing companies advertise in MODERN SCREEN regularly... 
and find it so profitable. 


DELL sooeen cxour 


Modern Screen « Modern Romances + Screen Romances 
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In her ‘Good News” column in August MODERN SCREEN, 
Louella Parsons tells why the Lana Turner—Tyrone Power 
romance is Hollywood’s hottest item. More inside stuff 
about the stars in this regular MODERN SCREEN feature. 


he lin Cay soy 


by Ey SULA 


What does Al Jolson think of that up-and-coming singer Bing 
Crosby? Ed Sullivan interviews Al for the real Jolson story— 
with a few surprises about his wife, his operation, and his career. 
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de- -tiMe 


at Palm Springs 


MODERN SCREEN invites you 
to Palm Springs, where there’s 
a swimming pool in every 
parlor and where Cornel Wilde 
shows you how easy it is to 
enjoy life at only $30 per day! 
Packed with pictures! 
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WHEN JOAN 
— 


alot pied! 


She wore a big coat, dark 
glasses, and made a secret 
entrance. For Joan Crawford 
it was one of the tensest 
moments of her life! Read the 
story of a great actress who's 
had two great careers! 


Stopped ad 
reaming! as | 


It finally came true—the one thing Bette Davis dreamed about for 
years! In August MODERN SCREEN Hedda Hopper tells the 
story in an interview with Hollywood’s proudest new mother! 
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James 
mason 


Everybody expected James Mason 
to roar like a lion when he came to 
America. Instead he turned out to 
be a regular fellow who has sur- 
prised—and captivated—everyone 
he’s met! James Mason's fascinat- 
ing life story appears in August 
MODERN SCREEN. 


They're a couple of strong, silent hombres—Jim Stewart and 
Hank Fonda—and they don’t talk much. Except about each other. 
Read the story of how these two stars were almost ‘‘rubbed out” 
by gangsters—in the old days when they were broke together. 


YL 


at $14.95 


In the August MODERN SCREEN 
Fashion Section, Jane Greer 
models a ‘Summer in the City’’ 
fashion portfolio. Nothing more 
expensive than $19.95—and you 
,, can find out where to buy it! 


HED RATHER STAY HOME/ 


With nothing to hold him except a beautiful wife, cute kids, seven 
horses and a pool . . . Dick Haymes just hangs around his house. 
If you think Hollywood and domestic bliss are strangers, read this 
intimate story of a star who’s happiest at home! 
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32 
Miska Adds Duties 


J. V. Miska, vice-president and 


Media Duplication | 
ee ee cee | ak eee 20 


has been appointed general man-/|s 
ager in P som of oi] sales post in New Survey 
production. Lonpon — A new readership | 
study here by Bedford Attwood, 
on duplication of readership, | 
shows that one-fourth of Britons 
_do not read any national morning 
| newspaper and 8% do not read a 
national Sunday newspaper. 

It shows that three out of five 
;read only one national newspaper 
daily, and 35.8% read only one on | 


NOW OVER 


| 
| 
| 


| 


For DAVIDSON, 


. MULTILITH 
Save time, money and grief and get better results WEBENDORFER 
this proven way. Experienced counsel FREE! and HARRIS 


NEGATIVES, PLATES, TYPESETTING, ART WORK 


and Reproduction Proofs . . . any one or all of these 
reliable services available promptly by mail. 


@ O WRITE NOW FOR DETAILS AND PRICES 
Art Type Negative Plate Service - 319 W.9th St., Kansas City, Mo. 


Machines . _ . 


Serving Off 
Set Pring 
©nd Owners of 


Office Ovplicators 


| 39.8% 


|Guenther Law, New York, has 


|fore joining the agency in 1943, 


Sunday. Of the 20,000 readers 
questioned in the study, only 4.7% 
read neither daily nor Sunday 
national newspapers. 

It shows that 42.9% of men and 
of women do not read na- 
tional magazines. Further, 46.5% 
read both a national morning and 
Sunday newspaper, and 46% read, 
in addition, a national magazine. 


Ritchey Elected V.P. 


John C. Ritchey, director of the 
copy department and member of 
the plan board of Albert Frank- 


been elected a vice-president. Be- 


Mr. Ritchey was on the editorial 
staffs of the Wall Street Journal 


ye os 


Advertising Age, July 28, 194 


and Christian Science Monitor. 


Issues Training Film 


Syndicate Store Merchandiser’s | 
Visual Training division has re-| 
leased a new 10-minute, 35mm. 
sound slide film entitled “Han-| 
dling Difficult Customers,” to in- 


it is reported, the product will also be 


EXTRA DOUGH—Hard-pressed Western Union goes back in the business of 
selling its windows for display use, through Window Advertising, Inc., New York. 
Old Gold displays are now blossoming forth in 45 states. In some instances 


sold in vending machines in the offices 


struct salesgirls in selling such| The film is available from the | 
customers with simple, common-| publication at 79 Madison Ave.,| 
sense psychological techniques.| New York. | 


.— 


As a valuable and informative service to advertisers and agencies... 


National Transitads Presents 


THE 


BUFFALO 
SURVEY 


No, 10, Continuing Study of Transportation Advertising 


Here is information of great interest and 
importance to anyone who wants to capture 
the Buffalo market . . . now or in days 

to come. Here, in easy-to-read, 
easy-to-understand, easy-reference form, are 
the “pay dirt” facts on how many people 

in the Buffalo area ride public transit 


vehicles—when, how often, and for how 


THE 


CONTINUING STUDY 
OF TRANSPORTATION 
ADVERTISING 


Conducted by 
The Advertising Research Foundafton 
& cooperation with the 


Neflonal Association of Transporation 4 dverttytn, 
é 


STUDY NG. 10 


Bu 


MEW YORK, MARCH 1947 


Conducted by the Advertising Research Foundation 


long—and what percentage of them read Transitads—and which Transitads they read 


and remember best. 


information. . 


facts... 


This is impartial, unbiased survey 


. new and heretofore untold 


. of indispensable value to advertisers 


and agencies alike. The survey is available 


to national advertisers and advertising 


agencies. Just drop us a line on 


your letterhead today. 


NATIONAL TRANSITADS 


Chicago 11, Illinois, 400 N. Michigan Ave. 


Superio r 7227 


New York 17, New York, 366 Madison Ave. 
Murray Hill 2—7387 


Stein Using New 
Paris, Perma-Lift 
Fall Promotions ». 


Cutcaco—A. Stein & Co. this fal) §  *** 
will use new methods for promot- dat 
ing both its Perma-Lift girdles : 
and brassieres and Paris men’s 18 
belts. spe 


Besides running its two-color , 
half-page ads in 11 magazines on fac 
Perma-Lift, the company will us¢ 
Nancy Sasser’s “Buy-Lines” col- 
umn in 60 Sunday newspapers. 

The Paris belt campaign, run- 
ning in nine magazines, will fea- 
ture an offer of a free booklet o1 su] 
bowling, titled ‘““Free-Swing is thé ' 
thing.” All copy will tie in with jo 
the bowling theme. | 

In addition, Stein has _ intro- 
duced the belts in a new “see- lo 
through” round package, which 
permits retailers to display the 
belts more conveniently, prevents 
damage to the belts and shows 
them to more advantage. 

Magazines used in the Perma- 
Lift drive are Bride’s Magazine 
Cosmopolitan, Ladies’ Home Jour- 
nal, Mademoiselle, Life, Modern 
Screen, The New Yorker, Photo- 
play, Redbook, Seventeen and 
Vogue. 

Ads on Paris belts will appea 
in Boy’s Life, Collier’s, Esquir 
Holiday, Pic, Sport, Time, Tru 
and Varsity. 
| Dealers are urged to tie in thei 
|local newspaper campaigns wit! 
'the ads, on each product. Mat 
'and dealer aids are supplied t 
| retailers. 

Walter L. Rubens & Co. her 
handles the account. 


‘Six-Month Report Shows 
‘More Newsprint Used 


Daily newspapers reporting 
the American Newspaper Publis! 
ers Association had _ stocks 0! 
| newsprint in transit and on han 
| representing an over-all averasé 
of 31 days’ supply at the end ol 

e 
1 


| June, 1947—an increase of thi 
|days over May, 1947. This +! 
|days’ supply compares with 30 


days’ at the end of June, 19°6 
| 45 days’ at the end of June, 19/9 
and 41 days’ at the end of Ju 
1941. 

Dailies reporting to ANPA ccn- 
sumed 292,664 tons of newspr:n! 
in June, 1947, compared ww 
259,284 tons (12.9% inerease) 
| June, 1946, and 242,404 | 

(20.7% increase) over June, 1! 


‘Printers’ Strike Ends 
After Four Months 

Copenhagen newspapers, wh 
had ceased publication since Ma 
1 as the result of a _ print 
strike, are back on the cit 
newsstands, following settlemé¢ 
of the strike. 

Two dailies, Social Demokrat 
and Folk og Land, independent ‘ 
the Employers Federation, ha 
continued publication during U 
strike. 
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1RST FA ACE 
To Loox... 


FOR YOUR BEST MARKETS 


Nowhere else can you find such a wealth of detailed information about industrial markets. Noth- 


ing quite like the Industrial Market Data Book is published anywhere. Authoritative and com- 


plete analyses of all major markets for industrial equipment and services make it possible for you 


to compare one market with another quickly and easily. All principal trades and industries are 


set up as separate sections, with markets cross-indexed and subdivided, so that you may locate 


data about any field or division of trade or industry without difficulty. The source of the material 


is given in order that you may get even more detailed information about those markets of 


special interest to you. Aside from the purely statisical data, each section gives a wealth of 


facts about how goods are sold and distributed, by types and amounts, the most active seasons. 


and any trade practices peculiar to each market. 


To all this is added the most complete list of business papers ever published, along with basic 


data on rates, circulations and mechanical specifications. More than 200 progressive publications 


supplement this basic information with complete factual presentations every year, making your 


job of selecting markets and media easier. 


Here is one of the sharpest working tools of industrial advertising. Make sure that it is available 


to everybody in your organization who has to work with facts and figures on markets and media. 


AILED 
‘DATA 
MARKETING'S 
Industrial 


MARKET 
DATA BOOK 


LOOK FOR 
THIS EMBLEM 


tin wtmiae mma 


When you see it in the advertisements of business 
publications — in their promotion copy in the adver- 
tising business papers, in folders, on blotters, and in 
other promotion — you are being reminded that the 
publication has filed its complete media data in The 
Market Data Book. It means you can find facts on 
the publication’s editorial services, circulation, influ- 
ence, market studies, and similar information, adja- 
cent to complete data on the market it serves. 


MEDIA DATA IN 1947 EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


Advertising Age 


‘Airports 


\irport Directory 


\merica 
\merican 
\merican 


Edition) 


\merican 
\merican 
\merican 
\merican 
\merican 
\merican 
\merican 
American 
\merican 
\merican 


Industrial 


Artisan 
Automobile (Overseas 
Aviation 

Builder 

Butter Review 
Carbonator & Bottle: 
Dry Cleaner 
Exporter 

Fisheries 

Journal of Medicine 
Journal of Surgery 
Laundry Digest 


\mericar 


\me’ ‘can 
\mcrican 
\merican 
\merican 
\merican 
\merican 
\merican 


Lumberman 
Machinist 


Metal Market 

Milk Review 

Miller and Processor 
Restaurant Magazine 
Scciety Civil Engineers 
Society Mechanical 


Engineering 


imerican 
\merican 


" 
\ 


Trade Magazines 
Trade Publishing Co 


\rchitectural Record 


Mechanical Catalog 


\ssociated Business Papers, Inc. 
ssociated Gonstruction 
Publications 

\utomovil Americano, El 
viation Equipment 


\viation Equipment 


Red 


Beok 


viation Maintenance 


iker 8s Digest 
kers Helper 


ikers Weekly 


dding 


tter Theatres 


Sook, The 

Industry 

Bramson Publishing C¢ 

Breskin Publishing Cory 

Brewers Digest 

Brick & Clay Record 

Brown, Walter W. Publishing (¢ 

Building Supply News 

Jusiness Publishers International 
Corp 

Buyer’s Guide for 
Industry 
Markets 


Blue 
Boating 


Engineering & 
in Spanish-Reading 


Canadian Industrial Equipment 
News 

Candy Buyers’ Directory 

Candy Merchandising 

Canner 

Case-Shepperd-Mann Publ. Cory 

Ceramic Data Book 

Ceramic Industry 

Chemical Engineering 

Chemical Preview 

Chicago Journal of Commerc 

Chilton Publications 

Civil Engineering 

Coal Age 

Coal-Heat 

Concrete Manufacture: 

Conever-Mast Publications 

Construction Bulletin 

Construction Digest 

Constructioneer 

Construction News Month! 

Cotton 

Dairy Industries Catalog 

Die Castings 

Diesel Power & Transportatio: 

Diesel Progress 

Diesel Publications, Inx 


Distribution Age 


Dixie Contractor 

Distribution & Warehousing 
Directory 

Dodge Corp., F. W 

Domestic Engineering 

Domestic Engineering Catalog 
Directory 

Dun’s Review 


Electric Light & Powe: 
Electrical Buyers Reference: 
Electrical Contracting 
Electrical Dealer 

Electrical Manufacturing 
Electrical South 
Electrical West 
Electrical World 
Electricity on the 
Electronics 

El Exportator American 
Engineering & Mining Jour: 


Farn 


factory Management & 
Maintenance 
armaceutico, E] 
‘arm Implement New 
ire Engineering 
“leet Owner 

“low 

Food Industrie 

Food Packer 

Fcod Preview 
Fortnightly Telephon 
Fritz Publications 
Fueloil & Oil Heat 
Fuel Oil News 
Furniture Age 


Engine 


Gage Publishing Cx 
Gillette Publishing Co 


Haire Publishing Cx 
Mardware Age 

Heating, Piping & Air Condit 
Heating & Ventilating 


Hide & Leather & Shoes 
Hitchcock Publishing Cr 
Hitchcock’s Export Sales ( 


Hospital, El 
Hospital Management 
Hotel Monthly 


Ice Cream Review 
Implement & Tract 


CHICAGO, 11 


100 E. Ohio St 


Improvement Bulletin 

La Industria de Refrigeracion 
Industria y Soldadura 
Industrial Bulletin 

Industrial Equipment News 
Industrial Finishing 
Industrial Heating 


Industrial Marketing 
Industrial Plastics 
Industrial Press 


Industrial Publications, Inx 
Industrial Publishing Co 
Industry & Power 
Industry & Welding 
Ingenieria Internacional 
Censtruccion 
Ingenieria 
Institutions Magazine 
Institutions Magazine Catalog 
Directory 


Internacional Industria 


IRE Yearbook 

lohnson Business Papers 
Johnston Export Publishing C: 
Keeney Publishing Ci 


Machinery 

Machine Tcol Blue Book 

MacRae’s Blue Book 

Manual Para Compradores 

Manufacturing Confectione: 

Manufacturers Record 

Marine Engineering & Shipping 
Review 

Mass Transportation 

Materials & Methods 

McGraw-Hill Publishing Co 

Meat Packers Guide, Annual] 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metals & Alloys 


e: 


ioning Michigan Contractor & Builder 
Mid-West Contractor 
Milk Dealer, The 
Milk Plant Monthly 

italogs Mill & Factory 


Mill Supplies 
Mississippi Valley Contracto 


Modern Packaging 
Modern Plastics 

Modern Theatre 
Motorship 

National Bottlers’ Gazette 


LOS ANGELES, 14 
Simpson-Reilly, Ltd . 
Garfield Building 


National Butter and Cheese Screw Machine Publishing Co 


Journal 
National Jeweler 
National Miller Publications 
National Milk Publishing Ci 
National Provisioner 
New England Constrtiction 
New South Baker 


Occupational Hazards 

Office Appliances 

Oildom Publishing Co 

Olsen Publishing Co 

Organic Finishing 

Overseas Buyers’ Guide for 
Automotive Distributors 


Packaging Parade 

Panamerican Publishing Co 

Paper and Pulp Mill Catalogue 

Paper 

Petroleum Engineer 

Pit & Quarry 

Plant Purchasing Directory 

Plastics W orld 

Plumbing & Heating Journal 

Power Plant Engineering 

Practical Builder 

Prcoceedings of I. R. E 

Product Design & Development 

Product Engineering 

Production Engineering & 
Management 

Progressive Architecture-Penci 
Points 

Public Utilities Fortnight! 

Public Works 

Publishers’ Auxiliary 

Purchasing 

Putman Publishing Cx 


Age 


Railway 


Railway Engineering and 

M lintenance 
Railway Mechanical Enginee 
Railway Purchases and Store 
Railway Signaling 
Refrigeration Industry 
Revista Diesel 


School Equipment Ne 
Schcol Executive 
Scott-Choate Publishing ( 

v Machine Engineering 


score 


SAN FRANCISCO, 4 
Simpson-Reilly, Ltd 
Russ Building 


Sewage Works Engineering 
Sheet Metal Worker 
Simmons-Boardman Publ. Corp 
Sitterley & Sons, J. E., Inc 
Smith Publications, W. R. 
Snips Magazine 

Southern Automotive Journal 


C 


Southern 
Southern 
Southern 
Southern 


Building Supplies 
Hardware 

Lumber Journal 
Power and Industry 


Southwest Builder & Contractor 


Surplus Record 
Sweet’s File, A 
Sweet’s File 


rchitectural and 
for Builders 


Sweet’s File, 


Engineering 


Industry and Paper World 


Sweet’s File for the Mechanical 
Industries 

Sweet’s File for Power Plants 

Sweet’s File for the 
Industries 

Sweet’s File for 


Process 


Product Designers 


Taxicab Indust y 
Telephone Engineer and 

Management 
Pelephone 
lelephony 
lelephony Publishing Corp 
Texas Contractc1 


Publ. Cx 


Engineer 


lextiles Panamericanos 

Thomas Publishing Co 

[homas’ Register of Americar 
Manufacturers 

lool and Die Journal 

Traffic World 

U'rner-Barr ( 

Wadman, Re \ W 

Water & Sewage Works 


Water Works Engineering 


Welding Encyclopedia 


Welding Engineer 
Western Builder 
Western Newspaper Unio 
W ood 
Wood Products 
Woodworking Digest 
W i’s B ness & ( 4 
Yachting 

g blishing Cor 


NEW YORK 18 
330 W. 42nd St 
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JOURNAL- AMERICAN 
(6-DAY AVERAGE} 


705,156 


WORLD-TELEGRAM 
(5-DAY AVERAGE) 
385,117 


SUN (5-DAY AVERAGE] 
314,156 


POST (5-DAY AVERAGE) 
272,272 
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New York’s dominant home-going 


circulation reaches an all-time high 


NE official yardstick measures news- 
paper popularity. Latest Publishers’ 
Statements to the A.B.C. are the tangible 
test of how a newspaper covers its market 
. and the proof by which the Journal- 
American unmistakably demonstrates its 
acceptance by 42 of every 100 New York 
families that read a metropolitan evening 
newspaper. 


Can you afford to overlook the largest eve- 
ning audience ever offered to a New York 
advertiser? The Journal-American now 
reaches more families than the second and 


third evening papers combined . . . has 
increased its leadership over the second 
paper alone by more than 45,000 copies. 


More and more New Yorkers are becom- 
ing Journal-American readers . . . shifting 
their daily reading habits to New York’s 
top home-going newspaper. Such un- 
matched preference for one newspaper 
cannot be overlooked. The newspaper 
that so overwhelmingly outsells its own 
competition is the paper to look to for 
sales success in the world’s largest, richest, 
most competitive market. 


SUNDAY CIRCULATION NOW 1,242,266 


with more than a million in the city and suburbs 


» Journal: 


€\ AN AMERICAN Fi PAPER F_FOR | 


Nationally Represented by 
HEARST ADVERTISING SERVICE 


or Pee: 
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36 
Plan Video Exposition 


The nation’s first large televi-| John Norman Riley, who has | Appoints Duane Jones 


sion exposition will be held in St. 
Louis in October or November, if 
preliminary investigation indicates 
the feasibility of such a plan, ac- 
cording to J. W. McAfee, presi- 
dent of Union Electric Company 
of Missouri and head of the tele- 
vision committee of the St. Louis 


Riley Joins Danforth 


handled sales promotion for the 
Edlefsen-Riley Wire Recording 
Company, Portland, Ore., for the 
past two years, has moved to Pitts- 
burgh to be manager of the air 
conditioning division of the Dan- 


\forth Company, Westinghouse air | 


conditioning engineer and contrac- 


Chamber of Commerce. tor. 


ARE YOU EXHIBITING AT 
A CONVENTION OR SHOW? 


We specialize in printing regular size and double w ‘th 
Advertising Book Matches to order for any occasion — 


Conventions, Fashion Shows, 
Anniversaries, Banquets, etc. 


100 to 10,000 books delivered within 5 days, or 
24 hours if necessary. Choice of Metallic or 
Natural Finish in nine colors. 


Phone or Write for Details—or Salesman— 
Book Matches Are Intimate Advertising; Go Into 
the Hands of Your Prospects—AND GET RESULTS! 


BOOK MATCH ADVERTISING, INC. 
139 W. 26th ST., NEW YORK 1, N. Y. PE. 6-2583 


|Kilmer Buys Staze; 


| Raymond Spector, president of 
Popular Home Products Corpora- 
tion, New York, and formerly head 
of his own advertising agency, has 
i\sold all the outstanding stock of 
Staze, Inc., to Kilmer & Co., Stam- 
ford, Conn. 

The Staze account (Staze and 
|Okaze denture accessories) will 
be handled by Duane Jones Com- 
|pany, New York. More than $750,- 
|000 has been spent in advertising 
these products in the last two 
| years. The Kilmer company makes 
| Cramore’s lemon flavor crystals 


‘B&H Continues Ads 


The Michigan Tourist Council 
has reappointed the Detroit office 
of Beaumont & Hohman to direct 
'the state’s advertising campaign 
through 1948. 


|and Swamp Root. 


4 
® 
t 
Ey 
e 
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'Purnies Resigns Account 

| J. L. Purnies & Associates, Mt. 
‘Vernon, N. Y., has announced res- 
ignation of the account of Elec- 
tronics Instruments Company, 


Brooklyn, effective immediately. 


and Pathfinder, Philadelphia, addressed the annual meeting of the foremen's 

club of Seiberling Rubber Co., Akron. He's chatting here with F. A. Seiber- 

ling, 87-year-old chairman of the company and dean of the rubber industry. 

Standing (left to right) are Charles Lanning, official of the foremen's club, 
and Harry P. Schrank, vice-president in charge of production. 


| GUEST SPEAKER—Graham Patterson, seated at left, publisher of Farm Journal 
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___ Che Dallas Morning News 


THE TEXAS ALMANAC 
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In the rush and expansion of war, Texas and its major market 


have again scored heavily. 


Both World Wars have resulted in huge gains for Dallas as a 


market. New people . . 


new development of vast natural wealth. 


..+ This will be permanent growth"’ say census officials. It's 


solidly grounded on superior advantages and opportunities. 


The Dallas News’ market deserves a bigger place in your sales 


plan. The News, with a 333% gai 
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Buying Power 


By carefully compiled estimates, Dallas has overtaken eleven 


cities since last census-time, in its population gains. 


Here is one of the biggest market stories of this decade. 


. New invested capital . . . new industry and 


i co } 
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Lee-Rowan Goes 


After 2nd Million 


in Creaser Sales 


| St. Louris — Lee - Rowan Com- 
|pany has set out on its second 
million in sales of Marvel trouser 
creasers, with a national maga- 
zine campaign appealing to 
women who are “tired of ironing,” 
business paper space and promo- 
tional material for retailers. 

Consumer copy stresses that 
more than 1,000,000 of the trouse1 
creasers are in use. The creasers 
are featured in five new sizes to 
fit wash pants and slacks for the 
entire family. A new automatic 
trigger lock for setting creases to 
|exact tension is pictured in a 
separate insert, beside a_ sketch 
of the packaged product and a 
view of the creasers in use. 

Lee-Rowan used a_two-colo! 
page in the May 24 Saturday Eve- 
ning Post and has scheduled two- 
color half pages in the Dell Mod- 
ern Group, Good Housekeeping, 
Ladies’ Home Journal and _ the 
| Post, all telling prospects that the 
|item is sold “through leading de- 
partment stores.” The manufac- 
turer also is using space in De- 
partment Store Economist and 
Notion and Novelty Review, and 
is furnishing retailers with dis- 
play stands, SEP display cards, 
“tot” creasers with an easel at- 
tachment on the wrapper fo! 
counter display, and envelope in- 
serts printed with the store’s 
name and address. 

Krupnick & Associates is the 
agency. 


| 


ompiled by Sales Monagement 
for its 1947 Annual Survey of 


Orr and Traub Promoted 


to New Merrell Posts 
George W. Orr Jr., with th 
company for nine years and a 
manager for the past five, has bee: 
appointed to the new post of ad 
ministrative assistant to the vice 
president in charge of sales « 
Wm. S. Merrell Company, Ci 
cinnati pharmaceutical manufa‘ 
turer. He is succeeded as adve! 
tising manager by Elliott ! 
2 Palmer. 
a Eugene W. Traub, with the con 
pany for 12 years, has been nam‘ 
director of market research, al 
a newly created post. 


n in circulation, is ready to help. 


MARKET 
Day Ahead / 


Tax Forms to Seidel 
Seidel Advertising Agency, Ne 

York, has been appointed 

handle all advertising for Simpl 


fied Tax Forms, Inc., creator ‘ 

\ ager Security simplified systems an 
\ AMERICAN . . : Le aR EO B : - 
\ NEWSPAPER income tax service. Susines 


papers, consumer publications, an 
direct mail will be used. 


ADVERTISING 
¥ NETWORK 
\ 


2 Join Davis-Harrison 
Davis-Harrison-Simmonds, Hol- 
lywood, has named R. G. Johnson 


and D. A. Aiken account execu- 
tives. 


John B. Woodward, Inc. 
Representatives 
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nae o ae sh bec. 
Oct. 29-31. Association of Ca- 
nadian Advertisers, annual con- 


7? 


é vention, Royal York Hotel, To- 
Z ronto. 
7 Nov. 8-9. Southwestern As-)| 


sociation of Advertising Agencies, 


Sept. 8-9. National Publishers | fall convention, El Paso, Tex. 


Association, annual meeting, Es- 
sex and Sussex Hotel, Spring Lake 
Beach, N. J. 

Sept. 15-17. Southern Newspa- 
per Publishers Association, an- | 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Sept. 15-18. National Associa- 
tion of Broadcasters, 25th annual 
meeting, Atlantic City. 

Sept. 18-20. Affiliated Advertis- 


3 Name Davis-Harrison 


Toy-of-the-Month Club, sub- 
sidiary of Gadget-of-the-Month 
|Club, Los Angeles, has appointed 
| Davis - Harrison - Simmonds, Hol- 
| lywood, to handle its $250,000 ad- 
| vertising budget. Radio, direct 
|mail, class magazines, and small 
|city newspapers will be used to 
promote six-month introductory 


ing Agencies Network, annual /memberships in the club. 
meeting, Hotel Schenley, Pitts- | The Hollywood office of D-H-S 
burgh. | has been named to direct the ad- 


Oct. 6-8. Advertising Specialty | vertising of the S&D Mfg. Com- 
National Association, annual meet- 


pany, Los Angeles, using direct 


mail, trade publications and news- | 


papers, and the Columbia Spe- 
cialty Company, manufacturer of 
Universal drain cleaner. 


‘Morgan-Jones Promotes 
‘Mills’ Combined Lines 


Scotland Mills, Inc., Laurinburg, 
N. C., maker of Imperial Hobnail 
bedspreads; Morgan Cotton Mills, 
Laurel Hill, N. C., dish cloths; 
Tuftwick Corporation, Greens- 
boro, N. C., and Carolina Rugs, 
Inc., Candor, N. C., have formed 
a selling and advertising group 
under the name Morgan-Jones, 
Inc., and will promote the mills’ 
|finished goods under the trade 
name Morgan-Jones. 


The group plans to start an ad) 


series in the September Ladies’ 
| Home Journal, continuing monthly 


3 
, into the first part of 1948, and; Kovach, Paramount Good House- 
will use business papers ex-/| keeping Shop, Racine, Wis., secre- 
tensively. Lamb, Smith & Keen,) tary-treasurer. 


| Philadelphia, is the agency 


NERA Elects Names Ciescon Rite LTD. 


Herb Names of Herb Names,| > é 
| Inc., Denver, has been elected Publishers Representatives i 
| president of the National Elec- : SINCE 1928 
trical Retailers Association. Other [% 
officers elected include K. J. LOS ANGELES 


Stucky, Stucky Bros., Fort Wayne, 


©SAN FRANCISCO 
(s RUSS BLDG. 
Ind., vice-president, and Julius 


GARFIELD BLDG: | 


3 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


ha 


Published bi-monthly at Milwaukee, Wis. 


ing, Palmer House, Chicago. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 


Oct. 6-9. Financial Advertisers | 
Association, annual convention, 
New York. 

Oct. 12-15. Pacific Council, 


American Association of Adver- 
tising Agencies, annual conven-' 
tion, Ahwahnee, Yosemite Na- 
tional Park, Cal. 

Oct. 16-17. Audit Bureau of 
Circulations, annual meeting, Chi- 
cago. 

Oct. 19-22. Mail Advertising 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
and. 

Oct. 22-25. National Associa- 
tion of Photo-Lithographers, an- 
nual convention, Book-Cadillac, 
Detroit. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- 
vertisers Association, annual 
meeting, Chateau Frontenac, Que- 


A Technique for 
Producing Ideas | 
by 


James Webb Young 


Where do the moneymaking ideas | 
come from—those ideas that make suc- 
cessful novels, radio programs, moving | 
pictures, sales campaigns and business? 
James Webb Young, one of the highest | 
paid idea men in the advertising busi- | 
ness, set out to answer this question 
for his students at the University Ss 
Chicago. The result is a little book | 
that you can read in an hour but will | 
remember the rest of your life. In the | 
implest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
usly follow in producing ideas. He 
hows you how to train your mind so 
that idea production is, as he says, “as 
lefinite as the process by which motor 
irs are produced.” Enthusiastically | 
endorsed by sales managers, editors, 

lege professors, poets, advertising | 
Men, salesmen and business executives 

o have read it. 


Send for your copy of A TECH- | 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 
Advertising Publications, Inc. | 
100 E. Ohio Street, Chicago 11, Dlinois | 


FILL IN AND MAIL THIS COUPON | 
TODAY 


\ivertising Publications, Inc. 


American market 


Preparing Effective Printed Matter for Latin 
America is written by Latin American advertising 
and sales promotion specialists. It is a simple and 
straightforward presentation of some do’s and don’ ts 
that should be taken into consideration 
preparation of export literature for distribution im 
Mexico, Central and South America. 


in the 


This booklet is of value to both the inexperienced 
and the experienced exporter. ‘The former will find 
it helpful in visualizing and understanding his Latin 


The latter will be interested in 


the exceptional production facilities described. Both 
will find the authoritative counseling and translation 
services the answer to a long felt need. 


John Maher ?7i0?iag Company 


..send for a 
complimentary copy 
of this new booklet 


The Export Division of the John Maher Print 
ing Company is staffed with handpicked Latin 
American advertising and sales promotion experts 

natives of the countries in which you are selling 
your products. These men know intimately the 
customs and buying habits of your Latin American 
customers. They retain their local touch by frequent 
trips to their homelands. How you can profit by 
their specialized knowledge is told in this booklet. 


Latin America offers great sales opportunities to 
those who know how to avoid the pitfalls. Mail 
the attached coupon now for your complimentary 
copy of Preparing Effective Printed Matter for 
Latin America. It will be sent immediately. 


ee ee 16,1. 
Div. 728 - john Maher Printing capt t Ave Chicago °°: ‘ 
vive 42 2 : . , \ oh . s. Calumet ¢ i eoparng 
\\0 E. Ohio St., Chicago 11, Ill. Creators of fine domestic and export printing \ Dept. And: 200% caneonery Copy A . 
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Chains’ Prospects 
‘Good,’ Merrill, 
Lynch Report 


New YorK—In both the near 
and far view, “chain store pros- 
pects are good,” reports Merrill, 
Lynch, Pierce, Fenner & Beane, 
investment counselor, in a study 
titled “Chain Stores: Investigate, 
Then Invest.” 

“It would be strange, indeed, 
if the chains, seasoned by the 
stresses and strains of the past 20 | 
years,” the study adds, “did not | 
contribute their proportionate | 
share to the high level of business | 
activity generally predicted for 
the years ahead.” 

Summarized are five favorable 
and five unfavorable factors. 

The favorable: 

“1. Merchandising policies of 
typical chains are weli-attuned to 
a more economy-minded buying 
public. Representative companies 
are taking aggressive steps toward | 
providing better values for con- 
sumers. 

“2. Various chain groups al- 
ready have regained substantial 
pertions of ground lost to compet- 
retailers 


ing during the war}! 
years. . . 
Little Long-Term Debt 
“3. In most cases, strong fi-| 


nancial positions were shown in 
1946 annual reports. Long-term 
debt, if any, is small... 

“4. Risk of loss on inventories 
has been reduced since mid-1946 
by a general shift to more con- 
servative buying policies. 

“5. Plans for additional units, 
improvement of existing stores 
and selective expansion of mer- 
chandise lines point to further | 
sales growth in coming years.” 

The unfavorable: 

“1. Compared with extraordi- 
narily favorable results in 1946, 
current price mark-downs and 
expansion of operating expenses 
forecast varying degrees of con-| 
traction in earnings for 1947 fiscal 
years. 

“2. In a period of receding 
profits in retailing, political agi- | 
tation against chain store organi- 
zations may well increase. 

“3. Beyond 1947, pre-tax profit 
percentages are likely to run well 
below those of the war years. | 
Chain store methods are being | 
adopted by other retailers, while | 
the battle for the consumer’s dol- 


COSTA | 
NICKEL 
A DAY.... 


Empire's 
RENT-A-NEON means 
@ Design 
@ Manufacture 
@ Installation 
@ Maintenance 
@ Coverage 
Cover as many outlets as you 
wish in any city, town or state 
for as low as a nickel a day. 
The troublesome features of 
Neon eliminated under Em- 
pire’s one company service. 
Neon flexibility on a nation- 
wide basis for the users of Neon 
in quantity. 
Don't Buy— 
Rent from Empire 
For further information — 


Contact 
INCORPORATED 
General Offices: Savannah, Georgio 


lar between various merchandise 


lines has recovered normal in- 
tensity. 
“4. In the majority of cases, 


only limited progress on develop- 
ment programs is anticipated for 


1947 because of high construction | 


costs. 

“5 Broadening of geographical 
coverage has constituted one o 
the basic factors in longer term 
growth of typical chains. In this 
respect, some leading companies 
already have achieved a relatively 
high degree of maturity.” 


Grasselt Promoted 


Herman M. Grasselt, purchasing 
agent of American Tissue Mills, 
Holyoke, Mass., has been promoted 
to the post of assistant to the 
president. 


‘Paris of America’ 


f af 
Stresses ‘Merci, 
f as agli 
S‘il Vous Plait 
New OrLEANS—This Gulf Coast 

\“City That Care Forgot” is be-| 
|ginning an unique civic courtesy | 
| campaign. 


| Backed by the city government, | 
the port commission, retail mer- | 


chants and advertisers, New Or-| 


|leans is seeking to become one of 


the most courteous cities in the | 


for the Port of New Orleans and 
publicity and advertising chairman 
of the city’s campaign, radio spots, 
newspaper advertising and post- 
ers have been prepared to revive 
the spirit of hospitality and friend- 
liness which suffered during the 
war years. 

Many of the larger organizations 
in retail and public utility fields 
have prepared special manuals on 
courtesy for their own employes, 
in connection with the drive. 

Joseph Gumbel, real estate man- 
agement, is general chairman of 


country. Talks on courtesy have |the civic courtesy campaign. Vice- 


been arranged by the sponsors be- 


chairmen include John T. Daly, 


fore retail employes, public utility | Standard Brands, Inc.; Loyal Phil- 


‘workers, the police department and | 


‘other public servants. 


Under the supervision of John | 
B. Ferran, public relations director | 


| 
; 


lips, advertising director, New 
Orleans Item; W. James Amoss, 
advertising manager, New Orleans 
Public Service; E. O. Jewell, port 


Advertising Age, July 28, 19 


authority general manager; C 
| Winters, grain elevator operat 
|and James Gilly, Whitney Natio) 
| Bank. 


Aids Style Promotion 


Retailers across the country «.; 
plotting big fashion events 
| promotions during the late sum- 
|mer and fall to put over ney 
fashions, reports Women’s Wear 
| Daily. The magazine will run a 
|series of 12 page features about 
| how to present, promote and se]] 
| the new garments. 


‘Promotes Sugar Brands 
American Sugar Refining Com- 
|pany began an extensive news- 
paper campaign July 21 in 350 
newspapers, for Domino, Frank- 
|/lin and Sunny Cane sugars. N. W 
Ayer & Son is the agency. 
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ie hairy heddin 
_ [Hikes Budget 1-3 


= Ho $1,200,000 


new 
ba : Cuicaco—American Dairy As- 
bout sociation will spend $1,200,000 in 
d sel] Bits 1947-48 advertising campaign, 


, third more than last year’s rec- 
ord budget. 
Owen M. Richards, ADA’s gen- 


Con eral Manager, revealed that, in 
news. addition to increasing its maga-| 
n 350 zine list, the association will use 
‘rank. Bidelivery billboards — 5,500 show- 
N. W. Gings every other month on Rail- 


way Express Agency trucks. (ADA 


will alternate with Metro-Gold- 
wyn-Mayer on one side of the 
trucks, while Campbell Soup 
Company takes the other side 
every month.) 

Newspaper, magazine and out- 
door advertising will again be 
heavily merchandised. Seven per 
cent of the budget will be devoted 
to this phase. ADA has expanded 
the number of food advertisers 
tying in with the association’s spe- 
cial cheese, milk and other drives. 

The ADA executive committee 
has decided to make distinguished 
service awards annually to other 
organizations in the food field in 
recognition of outstanding service 
to the dairy industry. Awards will 
be made next March to one repre- 
sentative from each of the follow- 
ing groups: food advertisers, chain 


stores, voluntary groups, inde- 
pendent grocers, newspapers and 
magazine food editors. 


10% for Research 


The $1,200,000 budget will 
clude 75% for advertising, 10% 
for research, 7% for merchandis- 
ing, 5% for administration and 
3% for food page publicity. 

First ad in the campaign will be 


in- 


a full-color insertion in The 
American Weekly in September 
to “glorify’’ school lunches, Mr. 


Richards said. Captioned ‘School 
Lunches Build America,” it is in- 
tended to “lift the school lunch 


program from the political side} 


and give the public a keener 
understanding of its economic and 
nutrition side.” 

The magazine list includes Bet- 


ter Homes & Gardens, Good 
Housekeeping, Gourmet, Ladies’ 
Home Journal, Life, McCall's, 
Parents’ Magazine, Seventeen, 
This Week Magazine and Woman's 
Home Companion. 

Campbell - Mithun handles the 
account. 


industrial Press Elects 


Richard G. Milford, of Von 
Hoffman Press, has been elected 
president of the Industrial Press 
Association of Greater St. Louis, 
organization of writers and editors 


of industrial house organs and 
business papers. Others elected | 
are Larry Persechini, Monsanto 
Chemical Company, vice-presi- 
dent; Mrs. Bert Dwyer, Shell Oil 
Company, secretary, and William 
Vaughan, Columbia Terminals, 
treasurer. 


Del ol / 


STEEL’S on-the-scene 


observers report to 


metalworking men every week! 


rom Detroit, 


oe mor king. 

P Se hrough the pages of STEEL they talk to more than 
ORK | $800,000 key men in the plants that do 96% of all 
6 etalworking business. 

east 


‘No to your salesmen. 


A PENTON PUBLICATION 


Washington, Cleveland, Chicago, 
Pittsburgh, New York, and other leading centers 
STEEL’s editors transmit first-hand reports on the 
ews and developments-of-the-week affecting metal- 


his is your market—the plants that use your prod- 
icts, or should—the men with the power to say Yes 


When they read STEEL they are in a “listening” 
mood, absorbing ideas and information gathered 
for them by the largest full-time editorial staff of 
any industrial paper in the world. 
And when over 100,000 men are in a ” 


listening” 


mood, it pays to talk to them about your products 
. and keep talking. Your advertising in STEEL is 
talking to an industry that is figuring on a 55-billion- 
dollar volume this year. 
Ask the man from STEEL to show you how this 
market has grown since 1939. It’s a good time to re- 
evaluate your company’s sales opportunities. 
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S Mapes RECORDS 


ArtOTC BADKO @ TELEW Pema? Ors 


PATTER—Majestic Radio & Television 

Corp., Elgin, Ill., is using a series of 

these "Platter Patter’ cartoon ads for 

Majestic records in a list of 10 na- 
tional magazines. 


| 


Bailey, Bishop Named 


to Paper Ration Group 


Sir William Bailey has been 
named chairman of the British 
Newsprint Rationing Committee, 
London, succeeding Lord Layton. 
F. P. Bishop, formerly joint man- 
aging director of Broadcast Relay 
Service Ltd., will assist Sir Wil- 
|liam as general manager of the 
| Newspaper Supply Company Ltd. 

In his parting message, Lord 
Layton declared that there was 
little hope for lifting of news- 
print rationing “for several years.” 
Even with the five year program 
of imports, he said, “raw material 
for the home mills is still being 
bought from hand to mouth.” 


Rubberset Shifts Two 


Rubberset Company Ltd., 
Gravenhurst, Ont., has named 
J. E. Huggett, formerly Vancouver 
division manager, as_ assistant 
general sales manager in the new 
general sales office, Toronto. J. T. 
Keenan has been appointed to 
succeed Mr. Huggett as division 
manager in Vancouver. 


| Elects Norris V.P. 


Amperex Electronic Corpora- 
tion, Brooklyn, manufacturer of 
power electron tubes, has elected 
|Sam Norris, for merly sales man- 
| ager, as executive vice-president. 
| 
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40 
Distributes Calendar 


Harris-Seybold Company, Cleve- 
land, manufacturer of presses, is 
distributing its 1947-48 calendar, 
with a four-color water-color 
drawing of “Homecoming” in an 


18th Century French town, by 
T. M. Cleland. Copies may be 
obtained from the company, 


Cleveland 5. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


SPseSTIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


Simmons to Spend 
$1,500,000 on Six 
Product Campaigns 


To Back Babybeauty 
Crib Mattress, Ace 
Springs, Other Lines 


NEw YorkK—Simmons Company 
|next month will launch by far the 
|largest advertising drive in the 
|home furnishings field, breaking 
' sis separate campaigns which will 


Your advertising to a 


* — 
(Sve er 


most profitable field through efen | 


ape weM 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE - 101° PARK AVENUE, NEW 


the most profitable medium 
will produce the best results 


{schedule of 27 


overlap in several 
some issues. 

The budget for winter and 
spring advertising is $1,500,000, 
nearly double the 1946-47 ex- 
penditure. Nearly all will go into 
magazines. Simmons is aiming 
at $130,000,000 business volume, 
against $92,000,000 for the past 
12 months. 

As it always has, Simmons ad- 
vertising will be on its top-quality 
products—one of the few makers 
of varied price lines to advertise 
so. Of the six products to get 
individual magazine support, only 
two — Beautyrest mattresses and 
the Simmons Electronic blanket— 
have been advertised previously. 


magazines in 


27 Beautyrest Ads 


Biggest of these 
full-page ads on 
Beautyrest, to run in 15 maga- 
zines and one farm publication 
through November. They will all 
be four-color insertions, in con- 
trast to the recent black-and- 
white campaign. 


A much-tested new 


WTAR Tops Nation: 


Audience 


Delivery 


“WTAR Sensational’, says The Billboard’s ‘Continuing 
Program Study” of Bonus Audience Stations, 5-31-47 


"ratings higher than the national average on 10 of the 15 top 
nighttime shows and, most amazing, delivers the highest single rating 
of any station in any Hooper city in the country on 6 of these 10. In 
all, WTAR delivers 124.1 Hooper points in excess of national ratings 
of the 10 shows. In Norfolk 124.1 Hooper points represent a lot of 


ears." 


place in 3 of them. 


'47). 


Of daytime shows The Billboard, 6-7-47, says WTAR is "pulling the 
somewhat terrific caper of landing among the first 5 rating producing 
stations on all 7 of the shows NBC has in the standings''—with first 


Thrifty Choice 


You have MORE customers and MORE 
"buying dollars" ready for you in the Norfolk 
Market NOW than in ‘46, '45, or ‘44 (Sales 
Mgt.'s Survey of Buying Power, ‘44 through 


And WTAR delivers them at less cost per 
sale, with MORE listening customers, national 
and local programs, than all other stations 
combined (Hooper CM, Fall-Winter, ‘46- 
'47). Listening to outside stations almost nil. 


Let Us Tell You More About it 


Operator, WTAR-FM on 93.1 frequency 


drives is a} 


product, 


be 


Advertising Age, July 28, 19 
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FIRST IN A NEW CAMPAIGN—Simmons Co., with this black-and-white page 
in Life Aug. 25, will launch a big advertising drive for its Ace springs, long sold 
by the company but not previously advertised. Young & Rubicam is the agency 


Babybeauty crib mattresses, will 
be strongly promoted in October 
and November in Life, Parents’ 
Magazine and nine baby maga- 
zines. All will be full pages, 
some in four colors. 

Ace bed springs, long manufac- 
tured by Simmons but never be- 
fore advertised except for a single 
shot in 1937, will be promoted in 
a full page in Life and Better 
Homes & Gardens in August. Half 


pages will follow in these two 
magazines. 

Another big drive will back 
Hide-A-Bed, a combination sofa 
and full-width double bed with 
Beautyrest mattress. This prod- 


uct, offered in a variety of fabric 
patterns, 


some large cities but has never 
before been advertised. The drive 
for Hide-A-Bed will include 


four-color pages in five magazines, 
as well aS a spread in Life (which 
ran an editorial feature on them 
recently). 


3 Ads in October ‘BH&G’ 


For the 
blanket, a 


Simmons 


postwar product first 


|advertised last fall, the company 


will use full-color pages begin- 
ning in September in Life and 
The Saturday Evening Post. Pro- 
duction of the warmed-up blan- 
kets is said to lag far behind de- 
mand. 

One ad—a full-color 
will run in the September House 
Beautiful on a new 


has 
of quality 


Simmons 
makers 


ensembles. 
tracted with 


bed spreads, draperies and night | 


tables to furnish complete bed 
ensembles to dealers, in order to 
sell headboard beds 
tively. 

The full campaign will put two 
ads in some issues of several 
magazines this fall and next 
spring. Three full pages on Sim- 
mons products will appear in 
Better Homes & Gardens in Oc- 
tober. 


Has 200 Salesmen 


Ads on Simmons products will 
be carried also in six hospital 
publications, two hotel publica- 
tions, two marine publications, 
one publication reaching tourist 
courts and one to colleges. 

Goodall Company, it is under- 
stood, will plug the Hide-A-Bed, 


has had distribution in | 


Electronic | 


spread— 
Simmons | 


product, Decorator headboard bed | 
con- | 


more effec- 


which uses Goodall fabrics, 
in a page ad in the Post. Made- 
moiselle’s Living, new publication 
to appear in the fall, will feature 
the Decorator beds. 

For its 5,000 preferred 
more than 10,000 total dealers, 
Simmons will provide mat and 
radio script services and dealer 
aids, including a large display 
stand for Babybeauty crib mat- 
tresses. Simmons since 1941 has 
not had a dealer cooperative ad 
plan. Portfolios on each of the 
six drives will shortly be released 
to Simmons’ approximately 200 
salesmen. 

The only tie among the several! 
campaigns will be the signature, 
“Only Simmons Makes. . .’, wit! 
the name of the product featured 


and 


Magazines Listed 


Besides the crib mattress, im- 
proved Hide-A-Beds and Deco- 
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Only SIMMONS makes BEAUTYREST 


BACK TO COLOR—This four-color ad 

on Beautyrest mattress will appear in 

seven magazines late next month as 

Simmons Co. opens an expanded cam- 
paign on this product. 


rator ensembles, Simmons has re- 
vealed many other new beds. 
Fabrics and other materials have 
vastly improved in quality and 
quantity since the first of the 
year. In the recent Chicago fur- 
niture show, the company did 
four times as much business as 
ever before at any furniture show. 

Sales and manufacturing are 
handled in four territorial divi- 
sions, each nearly entirely self- 
sufficient. Simmons has _ nine 
manufacturing plants and 6l 
warehouses. It claims to be the 
nly national distributor of mat- 
resses. 

Magazines on the Beautyrest 
schedule are American Home, The 
American Weekly, Better Homes 
& Gardens, Bride’s, Bride’s Ref- 
erence Book, Farm Journal, Good 
Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, Photoplay, 
the Post, True Story, and Fawcett 
Women’s Group. 

Babybeauty will be advertised 


in American Baby, Baby Care 
Manual, Baby Post, Baby Talk, 
Baby’s Own Story, Congratula- 
tions, Life, Modern Baby, My 
Baby, Parents’ and Your New 
Baby. 


Has Three Agencies 


The Hide-A-Bed ads will run in 
American Home, Better Homes & 
Gardens, House & Garden, Life 
ind The New Yorker. 

Trade publications include Col- 
lege & University Business, Hos- 
pital Management, Hospital Prog- 
ess, Hospitals, Hotel Management, 
Hotel Monthly, Marine Engineer- 
ing, Military Surgeon, Modern 
Hospital, Pacific Marine Review, 
Southern Hospitals and Tourist 
Court Journal. 

Young & Rubicam handles Sim- 
mons’ general line account; Geyer, 
Newell & Ganger handles the 
Electronic blanket advertising, and 
Buchen Company, Chicago, 

ndles trade publication adver- 

ing. 


Markland Appointed 


Herbert E. Markland, who has 
een connected with the major 
pliance industry for more than 
years, has been appointed east- 
ern regional sales manager of the 
Deepfreeze division of Motor 
Products Corporation, North Chi- 
o, Ill. His headquarters will 
at 500 Fifth Ave., New York. 


IWT Gets Glass Account 

Manufacturers 
appointed J. 
Company to 


Container 
California has 
iter Thompson 
duct a cooperative advertising 
paign in newspapers, Sunday 
Sazines and radio. The cam- 
gn started in Los Angeles a 
ek ago and will be followed by 
in San Francisco beginning 
l, 


rlass 


Culligan Promotes 
Soft Water Service 


Culligan Soft Water Service, 
Pittsburgh, has opened its pro- 


motion campaign in the Pittsburgh 
| Press, with copy expected to total 
| 14,000 lines. Car cards, point-of- 
|sale material and other media 
will supplement the newspaper 
| drive. 

| The company will also use two 
| radio programs, “The Culligan 
| Clambake,” an audience partici- 
pation quiz show, and “Your 
| Heritage,” a series of historical 
|dramas. Harry Kodinsky’s Pub- 
lic Relations Research Service, 
polity gat directs advertising and 
| publicity. 
| 


Paysee Rejoins Ekco 


Robert B. Paysee, formerly 
| president of the Paysee Company, 
| Ine., Mount Morris, I11., aluminum 
| cooking utensil manufacturer, has 
rejoined Ekco Products Company, 
Chicago, as divisional sales man- 
ager in charge of popular priced 
lines. For 11 years prior to 1942, 
he was in charge of Ekco’s pre- 
mium sales. 


Luscombe Cuts Ad 
Budget as Sales, 
Prices Decline 


DALLAS—Declining sales in the 
light plane field are reflected in 
greatly curtailed advertising by 
Luscombe Aijrcraft Corporation 
here, maker of all-metal Silvaire 
planes. 

James L. Camp, sales promotion 
manager, said Luscombe’s use of 
several national magazines last 
year had proved a costly experi- 
ment. A large percentage of in- 
quiries resulting from the cam- 
paign in Collier’s, Esquire, News- 
week, The Saturday Evening Post 
and Time, he said, came from 
people without means to purchase 
planes. 

The company 
advertising 


narrowed its 
mainly to farm and 
trade publications. The list in- 
cludes Sports Afield: Capper’s 
Farmer, Farm & Ranch and West- 
ern Livestock; Aero Digest. Avia- 


has 


tion, Aviation News, Flying, Sky- 
ways, Southern Flight and West- 
ern Flying. The company’s 1947 
ad budget is $60,000, a consider- 
able decrease from °46. 

Mr. Camp said Luscombe is 
making heavy use of direct mail, 


using such lists as those covering 
flying schoo! operators and own- 
ers of Cadillac cars. 

The Silvaire planes, ranging in 
price from $2,495 to $3,495, have 
been reduced about 20% from last 
year. Sales in 1946 totalled 2,483 
planes, against an estimated 2,000 
in 1947. 

Rogers & Smith 
the account. 


here handles 


Aloha Names Blair 


John Blair & Co. 
named exclusive national 
sentative of the Aloha Network 
of Hawaii, effective Aug. 1. 
KHON, Honolulu key station, will 
increase its power from 250 to 
5,000 watts in August, and the 


been 
repre- 


has 


new station KIPA, Hilo, 1,000 
watts, is expected to go on the 
air about the same time. The 
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Aloha group is a Don Lee-Mutual 
affiliate. 


Releases Carpet Movie 


Carpet Institute, Inc., New 
York, has released a, three-ree!l 
color motion” picture, “Adventure 


in Style,” suggesting new selling 
techniques for carpets and rugs. 
as the opening gun in the insti- 
tute’s drive .to increase carpet 
sales 50%. Willard Pictures, Inc.. 
New York, produced the picture. 
under direction of the Fred El- 
dean Organization. 


AD DYE ising . | 


fn aesiany 
Colors 


@ BLACK LIGHT ACTIVATION a 


DIMENSIONAL BRILLIANT 
FULL COLOR RANGE 


White for complete information 
VELWMETONE COMPANY 


Pre | STREET, SAN FRANCISCO 


You'll have to sleep under a blanket. 


You'll need a heavy 


even in *July and August. 


jacket when you sail on Puget Sound. So why 
not come out and keep cool with us? 


Youll genuinely enjoy it. 


And you can’t help noticing what a tremendously rich and growing 


market Seattle has become 


, 1; erage 


ie Stent ee Orme 


The Seattle Gi imes | = 


mean temperature 


. So come visit us. Seattle is a friendly citv. 


for July: 64.3 degrees 
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Plugs Certified Lamps 

Union Electric Company of 
Missouri, St. Louis, in September 
will use radio, newspapers, post- 
ers and car cards to publicize 
certified lamps. The drive will 
coincide with promotion plans for 
National Certified Lamp Week, 
Sept. 8-13, and will supplement 
the company’s present direct mail 
campaign urging dealer coopera- 
tion. 


Counsel Moves Offices 
The Eddy-Rucker-Nickels Com- 
pany, management, sales and ad- 
vertising counsel, has moved to 
larger offices at 4 Brattle St., 
Cambridge, Mass. Richard L. 
Hapgood, Kenneth G. Garland and 
Howard A. Stockwell Jr., have 
joined the firm as junior < 
executives. 


James D. Woolf Talks... 
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Salesense in Advertising 


Registered 


James 
retired 


A great deal of nonsense in ad- 
vertising is mistaken for sale- 
sense. 

A very common notion is that 
advertising must be “clever.” 
“Cleverness” takes many forms 
gags, a “cute” play on words, 
caricatures, blurbs, jingles, and 
tricky spelling of slogans as 
“Kome to King’s Kandy Kitchen 
for Kuality.” 

The conviction seems to be that 
people won’t read advertising un- 


less it is amusing, or, better yet, 
hilarious. 

Business men, bemused with 
this conception of advertising, 


waste a lot of money on this sort 
of nonsense. At times when every 
dollar counts, when the advertiser 
desperately needs quick sales re- 
sults from his advertising ex- 
penditure, he pins his hopes on a 
lot of silly jingles. 

His friends and acquaintances 
stop him on the street, and, chuck- 
ling heartily, tell him how 
“clever” his advertising is. That 
makes him feel so good he forgets 


that keeps 
WORCESTER 
prosperous 


Over 600 diversified industries and specialized types 


of agriculture, combine to make the Worcester market 


a great spot for year ‘round record retail sales. The 
value of Worcester’s industrial output — $376,837,735* 
— ranks 17th in the nation. Agriculturally, Worcester 


ranks 56th among the nation’s 3,077 counties with a 
farm income of $28,830,000**. Plant your sales seeds in 
the newspaper that covers the entire Worcester area — 


the Worcester Telegram-Gazette. Daily circulation is in 
excess of 140,000, and Sunday circulation over 100,000. 


*From Mill and Factory 


**From Sales Management 1947 Survey of Buying Power 


a TELEGRAM -GAZETTE 


OWNERS of RADIO STATION WTAG 


D. Woolf, 

vice-president of J. 
Thompson Company, is 
of discussions on 
advertising principles. 
is aimed primarily at the small business 
man who may be a neophyte at adver- 
tising, AA readers will 
and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


famed copywriter and 
Walter 
writing a series 
ideas and basic 
While the series 


tested 


find instruction 


account NONSENSE IN ADVERTISING to notice that his jingles are not 


jingling a livelier tune on his cash | 


register. 


SALESENSE SAVES A MARINE 


About two years ago I had sev- 
eral letters from an ex-Marine 
and his wife who were planning 
to start a sporting goods store. 
She was a stenographer and book- 
keeper, and between them they 
had saved up $8,000. 

Before the war he had been a 
cabinet maker and general wood- 
worker. He planned to economize 
by building his own shelves, cabi- 
nets, cases, and fixtures. Both he 
and would act as their own 
salesclerks, and she would also 
keep the books and handle all the 
paper work. He ardent 
hunter, trapper and 
all-around sportsman and felt that 
he had an expert understanding 
of his merchandise. 

His undertaking seemed sound 
and sensible except for one thing: 
his advertising “plan.” 

He figured on spending $2,000 
for advertising during the first} 
year. But his “plan” wasn’t a 
PLAN at all. It had no plot, no 
theme, no unity, no definite strat- 
egy, no clear-cut objectives. It 
was not aimed at anything or any- 
body in particular. It was just a 
jumble of odds and ends of un- 
related ‘‘clever” ideas. 


she 


Was an 


fisherman, 


ADVERTISE YOUR 
MERCHANDISE 

At the time he wrote me he had 
already spent part of his $2,000 
for a six months’ 
tro cuts of silly 
ures. He was planning on dres- 
sing up a sandwich man like a 
circus clown and having him pa- 
rade the streets. He figured also 
on having a local plane do some 
skywriting for him. His ideas 
also included giving away 2,000 
blotters, 1,000 calendars, and 1,000 
lead pencils. His “plan” wasn’t 
salesense—it was nonsense. 

Fortunately, this young fellow 
came to me in time. “You are a 
woodworker,” I wrote him, “and 
you know how to use fine tools. 
Advertising is a business tool— 
not a Mickey Mouse comedy. I 
beg of you not to spend your 
$2,000 unless you believe that ad- 
vertising is a force that, if intelli- 
gently used, will help to build 
your businéss. 

“Contract 
week-out 
newspaper 
much m@m 
splurge 


for a week-in-and- 
campaign in your local 

Since you haven't 
oney to spend, don’t 
big space. Small ads, 
five inches, appear- 
once or twice a 
produce good results 
long run. The same thing 
radio: half-minute or 
‘spots’ regularly used 
for you than an oc- 
casional splash. 
“Above all, talk 
merchandise in your advertising. 
Let ebody else entertain the 
reader listener. Don’t be 
afraid of boring people with sales 
talk 


On 
four ol 
ing regularly 
week, will 
over the 
for 
minute 

will do more 


even 


goes 
big 
about your 


som 


and 


about the merits of your 
goods.” 
I am happy to report that sale- 
sense has saved a Marine 


THE DISILLUSIONED MAJOR 


Another man, a major recently 
out of the army, set himself up in 
El] Paso as a manufacturer’s agent. 
He took in a line of southwestern 
products—mocassins, leather cow- 
| boy belts, hand-woven neckties, 
and Navajo rugs. 

He decided to mail a circular to 
5,000 gift shops, department stores, 
and sundry other retail outlets. 
Was his circular illustrated with 
photographs of his products? Did 
his copy describe their qualities 
and virtues in detail? Not on your 
life! He felt that at all costs he 
must be “clever.” He created a 
character, “Cactus Carlos,” a 
simple-looking Mexican peon, and 
his copy was written in Carlos’ 


|}almost unintelligible patois. 


In place of photographs of his 
merchandise (and you can’t beat | 
photographs in this kind of sell- 


ing) he used little line sketches 
|depicting peasant life in the| 
Southwest. The sketches were 
the work of his niece, a_ high) 
school art student! 
Not a single reply did he get | 
from those 5,000 circulars. So} 
help me! : 
SALESENSE NOT BORING 
Let’s examine further the com- 


mon notion that good advertising 
must be “clever.” 

Is it true that information about 
merchandise is repugnant to the 
consumer? To penetrate this as- 
sumed iron curtain of indifference 
and even hostility, must you dress 
up your ads to look like features 


lout of PUCK? 

Don’t you believe it. Let me 
tell you this. Mail order selling 
is the “acid test” of copy. There | 


| are no salesclerks to supply over- | 
| the-counter pressure. I have spent 
a lot of money on mail order ad- 
vertising, and I have found that 
only the ad which is packed with 
FACTS—tedious, dull facts, dry 


| information—has a chance to pay 


supply of elec- | 
little cartoon fig- | 


out. 

Buyers WANT information 
about the things they spend their 
money for. Remember that most 
people, despite our celebrated 
high standard of living, are needy 
and poor. They never have 
enough money to go around, never 
enough to permit them to have all} 
the things they would like to 
have. 

A $5 or $10 purchase to most 
people is an important matter. 
Tell them what your 
what it is made of, 


how it works, 


| tives 


product is, | | 
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what it does, why it is durable 
what it costs, and why it is wort! 
what it costs. 

Such dull stuff won’t be hilari- 
ous reading, but it is SALESENSE 
IN ADVERTISING. 


FTC Lifts Desist Order 


The Federal Trade Commissi: 
has modified a 1923 cease an 
desist order issued against Na 
tional Silver Company, New Yor! 
which has since merged with 
Samuel E. Bernstein, Inc. Unde: 
the new ruling the company wil! 
be allowed to use the word “Shef- 
field” to describe silverplated ware 
made elsewhere than in England. 
provided that the term describes a 
modern copy of the 18th Century 
Sheffield plate, and that the coun- 
try of manufacture is plainly in- 


| dicated. 


Four Appoint Brown 


Arthur F. Brown Associates Aqd- 
vertising Agency, Boston, has 
been appointed to handle adver- 
tising for R. E. Jarvis Company, 
Brookline, Mass., using radio, 
newspapers, catalogs and direct 
mail; Carl Heinrich Company, 
Boston, using direct mail, news- 
papers and trade _ publications: 
Saunders Radio & Electronix 
School, Newton, Mass., news- 
papers and direct mail, and 
Norwell Lamp Makers, Dorches- 
ter, Mass., magazines and news- 
papers. 


Filmack Eeends 


Filmack Trailer Corporation 
Chicago, has purchased the en- 
tire library of prevue trailer nega- 
from Alexander’ Prevue 
Company, giving Filmack ap- 
proximately 4,000 negatives of 
prevues on pictures dating back 
to 1930. 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 
MORE THAN 
535,000 SUNDAY 
420,000 DAILY 
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your" T-z0ne” 
will tell you... 
T FOR TASTE... 
T FOR THROAT... 
[thats your proving grown’ 
\  for.any cxgarette. See 
‘G if Camels dort 
Y sult your"T-zone” 


{ to aT" P 
Zz , 


‘CHOICE OF EXPERIENCE'—That's the 
paper advertising in three years. All 


Camel Refurns 
to Newspapers 
After 3 Years 


Cigaret Competition | 
Intensifies; Luckies | 
Reported Leading | 


New YorK—With the return of | 
Camel last week, after a three- 
year absence, all major cigaret 
brands have resumed across-the- | 
board black-and-white newspaper | 
advertising. | 

The Camel campaign, through | 
William Esty & Co., AA was told, 
is scheduled at present for twice- | 
a-week insertions in “several | 
hundred newspapers” for six | 
weeks, and may continue after | 
that. It emphasizes that “more| 
people are smoking Camels than | 
ever before” as the result of war- 
time experience with “any old | 
brand.” 

Lucky Strike recently started to | 
repeat in newspapers a 10-week 
newspaper campaign, through 
Foote, Cone & Belding, which is 
only slightly smaller than its an- 
nounced “$3,000,000 campaign” 
last summer. In May, Chester- 
field resumed newspaper adver- 
Using, through Newell-Emmett 
Company, after several years’ ab- 
sence, 

Philip Morris (Biow Company) 
and Old Gold (Lennen & Mitchell) 
have advertised more consistently 
in this medium. Raleigh returned | 

an intensive scale last year 
through Ted Bates, Inc. 


Meeting Stiffer Competition 


The Wall Street Journal re- 
ts from a survey of whole- 
ers that in early 1947 “Camel 
reased its share of the market 
e markedly than other makers, 
that cigaret became available 
inlimited quantities. 
3ut June sales indicated Camel 
stiffer competition from 
ky Strike and Philip Morris.” 
ky Strike, currently “widening 
les leadership,” the Journal 
ed, “made most of its gains 
n eastern cities which have been, 


|28%, Chesterfield 19%, Philip 


land Pall Mall 3%. 


MorE PEOPLE ARE 
SMOKING CAMEL 


OF EXPERIENCE” 


story Camel is telling in its first news- 
major brands now are back in dailies. | 
and still are, dominated by Ches- | 
terfield. This brand usually ac-| 
counts for over 30% of total sales 
in New York, Philadelphia and 
Baltimore.” 

Lucky Strike is now estimated 
to account for 32% of national 
cigaret sales, followed by Camel 


Morris 6%, Old Gold almost 4%, 


Pollock Buys Interest 
in Seattle Agency 


Spencer W. Curtiss, president of 
Spencer W. Curtiss Company on 
the West Coast, and Spencer W. 
Curtiss, Inc., Indianapolis, has 
sold his interest in the Seattle of- | 
fice of the agency to Dave Pollock. | 
Mr. Pollock will continue to op- | 
erate the office under the name | 
Spencer W. Curtiss Company of 
Seattle, and to serve the Seattle 
branch’s clients. 

The agency wiil also continue 
to work in cooperation with the 
San Francisco, Los Angeles and 
Indianapolis offices. 


Spruance Joins Lindeke 


Company, Los Angeles, has joined 
Lindeke Advertising Agency, Los 
Angeles. New local accounts added 
by the Lindeke agency are Burke- 
Myer, Inc.; Normond Sportswear; 
Ronny of California; Muriel Rey- 
nolds and Andrew Madsen Com- 
pany. 


Cowan Appoints Young 


Stanley Young has been named 
sales supervisor of the central 
area for Louis G. Cowan, Inc., 
radio production company. Mr. 


Young, formerly president of Na-| 


tional Radio Clearing House, radio 
advertising consultant, will make 
|his headquarters in Chicago. 


‘Buchanan Appointed 

Hal Roach Productions, Holly- 
wood, has appointed the Beverly 
| Hills office of Buchanan & Co. to 
handle the national magazine, 
|radio and cooperative newspaper 
campaigns for “Hal Roach Com- 
|edy Carnival,” scheduled for early 
fall release. 
isiiiatiaimaanaaoels 
| 7 *,.* 
Continues Recruiting 

Eastburn & Siegel, Inc., Atlanta, 
has been reappointed to handle 
the recruiting campaign of the 
| Third Army Area, covering seven 
| southeastern states. 


ONLY SPLENDID 
RESULTS FOR 


ADVERTISERS 
COULD BUILD A 
RECORD LIKE THIS 


WwW 


THE SPORTING GOODS DEALER 
published 1,584 pages of advertising 
during the first six months of 1947—a 
gain of 394 pages over the similar 
period of 1946. Runners-up—and only 


THE SPORTING GOODS DEALER 
printed 33.1 per cent more pages of 
advertising during the first half of 1947 
than in the same period a year earlier. 


THE SPORTING GOODS DEALER 
for June, 1947, carried substantially 
more pages ot advertising than a year 
earlier. This was the only gain reg- 


The impressive advertising record estab- 
lished by THE SPORTING GOODS 
DEALER does not result from high- 


pressure selling or special anniversary 


NOTE: The above statistics are based 
y N on linage records copyrighted by Indus- 


trial Marketing and published in Adver- 
tising Age for July 12th. 


7 Tops all trade publications in pages 
LS oe of advertising gained in 1947 


other trade publications with a January 
to June gain of more than 200 pages- 
were Hardware Age, with a 354-page 
gain, and Boot & Shoe Recorder, with a 
gain of 277 pages. 


Tops all major trade publications in 
percentage of advertising gained in 1947 


This is the largest percentage gain made 
by any of the 34 major trade publica- 
tions—those publishing over 500 pages 
of advertising during the six months. 


Only one among 5 leading trade publications 
to have an advertising gain in June, 1947 


istered among the five trade publica- 
tions that printed more than 200 pages 
of advertising each during June of this 
year. 


vice-president oP Jotn H, Riorian| MEMO TO SPACE BUYERS 


issues. It comes only from solid edi- 
torial knowledge of the sporting goods 
industry—which leads to equally solid 
readership, which is reflected by excep- 
tional response to advertising in THE 


SPORTING GOODS DEALER. 


THE 
SPORTING GOODS 


EALER 


St. Louis, Mo. 


Chicago, Ill. 


New York, N. Y. 
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Council Backs CARE 


The Advertising Council 


* 2 
‘x nas Predicts Cosmetic 
selected CARE (Cooperative for | 
American Remittances to Europe) | | ] 
fora campaien by public service] Slag for 4]- 48 


of the European food crisis. The 


campaign is approved by the Ad y 
visory Committee on Voluntary | Qf 10% Below 
Aid of the U.S. Department of 


State and the Department of Agri- | 
culture. Surveys have revealed 


that food conditions in Europe to- | McCann-Erickson 


day 
year 


To R. C. Smith Agency 


Analyzes Decline 
of Trade Sales 


New Yorx—Sales of cosmetic | 


are worse than they were a | 
ago. 


Monarch Industries Ltd., To-| manufacturers to the trade will | 
ronto and Montreal, maker of|soon regain their normal levels | 


power tools, 


has named R. C. 


Eenits & Gon. Toronto, to. direct after rather sharp declines during 


its advertising. 


the first quarter of 1947. 
The dollar volume of cosmetic 


Guerlain Names Kimball sales for 1947 and 1948 will run 


G 


French perfumer, has switched its | 

advertising account from Dorland, " ; : 

Inc., to Abbott Kimball Company. but still higher than in any other 
y 


|approximately 10% 


below peel 
uerlain, Inc. New York,| 1945 jey 


el—somewhat below the| 
peak volumes of 1945 and 1946— | 


ear. 


Ct 


These predictions are made by | 
| the central research department of | 
| McCann-Erickson, which has com- | 
|pleted a bulletin, “Prospects fot | 
the Cosmetic Industry: 1947-1948,” 
complete with four charts. The 
study dnalyzes also what has been 
happening this year in the cosmetic | 
industry, which has been plagued | 
by a sharp decline of purchases by | 
the trade. 

Taking the Federal Reserve | 
Board toilet goods and drug index | 
for department stores for the first 
four months of 1947, the research- 

ers found that retail sales ran con- 

Consult see |sistently slightly below the 1946 
: |level, dipping more sharply in 

BRUCE RICHARDS : April, but averaging 4% below the 


|same four-month period in 1946. 


14 Years Experience 


MAILING 
PREMIUMS 


RELATIONSHIP BETWEEN COSMETIC SALES 
AND U.S. DISPOSABLE CONSUMER INCOME 
1929 = 


COSMETIC SALES 
NM ALIONS 1946 


700 


a2 


REGRESSION LINE INDICATING RELATIONSHIP 
; FOR EVERY BILLION DOLLAR IN(DE) CREASE OF 
sco - ” | ] | DISPOSABLE INCOME, COSMETIC SALES 
x IN(DE) CREASE, ON THE AVERAGE , BY 2.4 
| } | MILLION DOLLARS 


200 
® EXCLUDED FROM TREND COmPUuTaT OW @€CAUSE 
YEARS WERE aATYPrcar HIGH PURCHASING POWER 
WITH SHORT SUPPLY OF OTHER GOODS 

100 

| 
1°) 
3% 40 50 60 70 80 90 100 "0 120 130 140 150 ‘60 70 


DISPOSABLE INCOME — 
" 


(im BH LIONS 


DIRECT RELATION—According to McCann-Erickson's study of the cosmetics 
market, sales in this market move up or down about $24,000,000 for every 
$10 billion increase or decrease in disposebie consumer income, as shown on 
In addition, however, cosmetic sales have been increasing about 


this chart. 
$3.3 million per year regardless of disposable income developments. 


COSMET) MVENTHOTES 


(1945+ 100 ) (SEASONALLY ADJUSTED } y 
PERCENT : 132 vencehy 
OF 1945 oF 1945 

Ey GERGEEne LARGE GEGEN EE Ge Pa wane eee “ee Geet tae: Cha Pee ioe 1. 130 

| 
125 4 12 
120 20 
us 5 

“uo 
) 
6 WO6 
05 

o ros 105 
— | 00 

99 99 

JAN FEB MAR APR MAY JUN A EP C NOV DEC. JAN FEB =MAR APR 


NUMBER OF MONTHS 


PPL W HANL 
i fs 42 
46 43 


v & ww NY - 


45 44 43 43 
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This fact was 


| Manufacturers’ shipments‘ ran 
considerably lower than this 4%, 
| indicating that dealers were filling 
orders out of current inventories. 
clearly shown 


IN GOOD SHAPE—This McCann-Erickson chart on cosmetic inventories, based 

on Federal Reserve Board figures, seems to indicate that retailers have been 

extra cautious in buying, with the result that inventories in April were slightly 

below the average for 1945, and at that time totalled 4.3 months supply—not 
abnormally large. 
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5. THE DAKOTAS . . . . $1,086,548,000 
$1,355,749,000 
3. Illinois... . . . . . « $1,399,006,000 
2.lowa.......... $1,793,747,000 
$1,927,884,000 


U.S. Department of Agriculture 


a 


i | eee a 


¥ Source: February, 1947 Farm Income Situation 
...and THE DAKOTA FARMER is the Business 
70% of all 


are responsive 


Paper of this Billion-dollar industry 
farmers in The Dakotas today 


readers of its editorial and advertising messages. 


In the Dakotas, more people subscribe 


to The Dakota Farmer than to any other periodical! 


AKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 


J. P. MALONEY, Advertising Manager 


ie |a 4.3 month supply (roughly the 


“am | year’s trend was to be followed. 


4 |April, the agency predicts that 


OFFER THE 5th UNITED STATES FARM MARKET 


when Federal Reserve Board data 
for department stores showed that 
toilet goods inventories declined 
rapidly from January to April of 
this year. In January, inventories 
stood at 32 points higher than the 
January 1945 base used, but by 
April had declined to slightly be- 
low January 1945 inventories. 
Dealers had on hand in April about 


same as a year ago), and the pros- 
pects were that these inventories 
would drop. a bit more, if last} 


Predict Normal Sales 


However, since inventories 
reached a normal level around 


|manufacturer sales to the trade 
should now also be expected to re- 
gain their normal level. 

When McCann-Erickson pointed 
|out that dealers’ inventories are 
| going down, it had further support | 
from a spot study made last month 
‘among 24 buyers (two each in| 
leading department stores of 12 | 
\cities). Many buyers reported | 
management instructions to re-| 
duce inventories; at the same| 
time, they reported satisfactory | 
retail sales. There seemed to be| 
a tendency to concentrate on first- | 
line brands and away from war- 
time products. 

A second agency spot survey, | 
also last month, made of 300 con: | 
sumers (100 in each of three ci- 
ties), showed that consumers were 
buying at approximately the same 
rate as last year—somewhat less 


than in 1945, but higher than be- | 


fore the war. When asked about 
the current price level in seven 
industries, the following percent- 
ages of respondents found prices 
\“too high”: food, 96%; clothing, 
88%; automobiles, 80%; home ap- 
pliances, 69%; radios, 58%; cos- 
metics, 35%; and drugs, 34%. 


Shows Relationship 


In forecasting cosmetic sales for 
1947 and 1948, McCann’s research- 


ers investigated the long-term re- | 


lationship between the purchasing 
power of the U. S. consumer and 
the dollar volume of cosmetic sales. 
They came up with a formula, 
which they have charted, showing 


| that for every $10 billion increase 


(or decrease) of disposable income 
(that is, the part of the national in- 
come which remains in the con- 
sumer’s hands after payment of 
taxes), cosmetic sales increase (or 
decrease) on the average by $24,- 
000,000. Furthermore, the agency 


= ie a ‘ 
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found that deviations of cosmet of 
sales in each year from the lon; 
|term trend line indicate that 
addition to the income-relatio: - ae 
ship there is a time trend: irresp<« 

tive of income development, U. s \dc 


cosmetic sales increase about $3.3 §Starcl 
million per year, probably due io Jusers 
the gradual inclusion of younger §shpr 
age brackets and of male custom: yar iso 
in the cosmetic market. pariso 
pepeinearieeteceste nsuffi 
Falkenholm Promoted pickec 
| Chicopee Sales Corporation, §'?"°° 
New York, has promoted John gu" 
Falkenholm from assistant sales §ment 
manager of the general line divyji- Mio ou 
sion to sales manager of the di- @time,” 
vision. He was formerly with the 

cotton department of Parker, Rob 
| Wilder & Co. for more than 20 on & 


| years. signed 


: - and} 

Hendry Bart Appointed  frekna 
Hendry Lars Bart, formerly as- fof the 
| sociate editor of Liberty, has been §Mr. Y 


| named special magazine consultant point 
to the National Public Relations fhictic ; 
| Company, New York. Mr. Bart Bi oish 
was at one time feature editor of no 
| Hearst's West Coast papers, and ft - 3] 
more recently has been a con- #@8°! 
sultant to the American Broad- F'e@: 
| casting Company. 
| ——__—_—_—_ Foot 
‘Joins ‘New Republic’ bom: 
A. Maxwell Palmer, one of the an 2 | 
founders of Magazines of Indus- enka 
try, Inc., has been named adver-—.. 
tising promotion manager of New p!;9 
Republic, New York. ral n 
| ntur 
plicit 
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— dealer at his expense. Releases Blue Goose Ads and winter campaign for Blue 
wads eo The “tough” policy is designed | Goose Fruit o’ the Calendar Club 
longs ff) Af] OA to end over-ordering in an at-| American Fruit Growers, Inc., through Davis & Co., Los Angeles. 
at £1) 4 [ ; “ ; Fi” tempt to get preferential treat- Los Angeles, Blane Goose fruits National magazines and direct 
ation - HE ee ee PO Se oe ee ecb oth Pale and vegetables, is releasing a fall, mail are scheduled. 
spr sa a 
U. s \dd signs of normalcy: Daniel chandise for credit unless advance National Tea Company has be- 
99 MB Stare g as bulletined all izati is ine »fore *. 7 es 
t $3.3 BStarch & Stefi has ulle a d a authorization is obtained before a gun testing sales of cosmetics and Here’s DRAMA for you in your sales 
jue io Jusers of Starch magazine reader- return shipment is made. Such drug store items—though not S rooms, windows, exhibits. RCS Giant 
oe 5 rati , j inst c ns ere ; > ine ; = i P : Prints sell your product in a BIG 
unger fj ship <p gies tage age ' = | authorization will be given only | drugs—in a few of its Chicago| = AN T p RIN T hy tee tnnuire today! : 
Omers Hparisons Of types OF ads, OF COM~= | where an error was made in the | grocery stores. It has installed) ~ 


* ats pean poor pov on original shipment. If merchandise | some large and small units oi 

ns : - unso vidence | . Pes aie ter : : - : : 

a « a 2 re lis returned without authorization, | various designs in stores in differ- 
| picked up from its figures. In- 


+ son . it will be shipped back to the | ent types of neighborhoods. ee = 
ration, tances. Of improper use or un- | 


John 9S0U id interpretation of advertise- 
. Mment readership data are brought 


RAPID COPY SERVICE 


123 N. Wacker Drive Chicago 6 


Sales : 
» divi. Mio our attention from time to 
he di- time,” the bulletin says. 
ith the * * #@ 


arker, Robert R. Young probably will 
lan 20 §.un a newspaper ad soon, to be 

signed by the Chesapeake & Ohio 

and placed through Kenyon &| 
ted Eckhardt, on a suggested solution | 
rly as- §of the box-car shortage problem. | 
us been @Mr. Young, it is expected, will | 
sultant fpoint out that, under a “monopo- | 
‘lations fistic agreement” of the railroads, | 


*. Bart Freight cars are returned on about | 


Fine Coated Paper 
Needs No Other Name 


Enamel-coated paper has always provided the 
ideal surface for reproducing fine half-tones. 
And, although manufacturing improvements 
have been made, the word “coated” continues 


_ . he same elapsed-time basis, | to designate the finest of printing paper. 
2 ‘wm largely regardless of distance cov- | 


By “streamlined” manufacture, Consolidated 
brought coated paper to a higher degree of per- 
fection and reduced costs substantially. This im- 
proved product, sold at uncoated prices, remains 

fine coated paper and needs no other name. 


Broad- fFre4. io 
ok oo * i 
Foote, Cone & Belding, New 
fork, is in the curious position of 
counseling Cities Service Com-| 
any on the selection of its suc- 
sa essor. FC&B resigned the $1,- 
pe Netw 100,000 Cities Service account sev- 
ral months ago, after a quarter 
entury, because of disagreement 
ith the client on advertising 
licies and plans, it is said, in- 
UGH luding “putting some life” into 
he veteran Friday evening NBC 
NICE Wiighways of Melody” program. 
Some 50 agencies, ranging in| 
S wapilling from $30,000,000 to $2,000,- 
dae 00, and even less, have put in| 
‘i 5 000 heir bid for the account, some of | 
apesere”! even on a less-than-15% | 
Repandmeon mission basis, 
tS.,each ° 2 
National Association of Manu- | 
acturers has withdrawn its ap- 


of the 


” 


)/ roval of present taxation poli- 
VY mies on cooperatives, a_ position 
ri stablished by its executive com- 
'G Memittee July 9, 1946, and says it 


saiecrd 


vill have “no official policy” on the 
atter of taxing cooperatives. 


Rumors are flying thick and 
ist to the effect that R. R. Deu- 
ree is about to retire as presi- 
lent of Procter & Gamble Com- 
nu, and that his successor will 


2 e N. ¥. DAILY NEWS PHOTO 


e Neil H. McElroy, v.p. and gen- | Ham 1 Ce ero ee ARE em Tasers a a ag were ee 


ral manager. The change won't 
made, however, until P&G di- 
ctors make a final decision later 
the year. 


* a 


Numerous shifts in agency per- 
nnel in recent months emphasize 
e efforts agencies are making to 
estore prewar efficiency. A typ- 
example is a big national 


PRODUCTION GLOSS 


UR gency which lost 200 men to the lk” ved aol ~ oe 
ed services but added 500 to MODERN GLOSS 
TIVE he staff during the war years. The 
GN eturn of the veterans has meant 
e release of some of those added, 
ICE hough increased volume is en- , ° ‘ ‘ . ‘ 
eur ing went of the somaindior ts be No concern knows more about the high paper. It is significant that Time Magazine 
te ep Pe result is improved op- attention value of good photographs than and several other outstanding publications 
1 2 einhciency. . e ° ° ° 
nas 2 the Eastman Kodak Company which fea- in which this advertisement appeared, 
. Printing Household Magazine in tured the above action shot in a recent regularly use substantial quantities of 
ille at the C. T. Dearing 2 , . 
F ‘ett) plant, beginning with advertisement. Consolidated Coated. 
®€ November issue, will ease the . . . 
5 nin am Gib Cacia febiiadions But to be fully effective, photographs Manufactured in weights down to 45 
ATION [["' 08 facilities in Topeka; which must be reproduced flawlessly with excel- | pounds, Consolidated Coated Papers meet 
iandled the production of all oom , . 
ks. Due to limitations of lent half-tones and good printing on quality almost any printing need. 
capacity, even with 24-hour, 
lav operating schedules, circula- 
Nn ias had to be held back. Now . ; ; ; ; ; By oe ee ee ory om es 
nad ®} ublications can be given room ' nn N° pl InATCH WATT D onwet od 9 DADCD PnaMDANY 
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warranted returns from a : 
violates the Robinson- 
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Co-op Inquiry 
Postponed; Full 
Hearings Planned 


WASHINGTON — The 
logjam claimed another victim 
before Congress adjourned last 
week, when the House ways and 
means committee decided to post- 


legislative 


pone until next November an in-| 


tensive inquiry into activities of 
cooperatives and other “non- 
profit” organizations, many of 
which 
lications. 

Chairman Harold Knutson (R., 
Minn.) originally had scheduled 
hearings on the cooperatives and 
non-profit institutions for three 
mornings last week. Then came 
the mad rush to adjourn by the 
26th. Committee members inter- 
ested in this probe felt that they 
could not give proper and ade- 
quate attention to the hearings, 
while also attending to their floor 
duties as important legislation 
came up, hour after hour. 


Plans Complete Inquiry 


AA was informed that the com- 
mittee will schedule hearings over 
a period of at least three weeks, 
in November, in order that the 
subject may be given a thorough 
going-over. 

Although it was not mentioned 
as one of the reasons for postpon- 
ing hearings, AA learned that the 
Treasury Department is making 
an exhaustive study of the entire 
tax-exempt status of cooperatives 
and “non-profit” organizations, as 
well as organs published by them 

many of which are said to be 
reaping a rich tax-exempt harvest 

-and it is very probable that 
government representatives will 
make strong recommendations to 
the committee when the hearings 
finally begin in November. No 
legislation affecting these organi- 
zations is now pending before the 
committee. 


Appoints Two Agencies 

Distillers Company of Canada, 
Toronto, has appointed two To- 
ronto agencies to direct its adver- 
tising. James Fisher Company 
will handle the promotion for De- 
war’s Special Liqueur Scotch 
whisky and Dewar’s Ne Plus Ul- 
tra Scotch whisky. Baker Adver- 
tising Agency will be in charge of 
advertising for Buchanan’s Black 
and White Scotch whisky. Present 
plans include newspaper and 
magazine insertions. 


publish tax-exempt pub-| 


MAKE FOOTBALL SELL 
FOR YOU THIS FALL. SELL 
THOSE TOUCHDOWNS! 


14th WINNING YEAR OF 
FAMOUS WEEKLY EVANS 


FOOTBALL CHARTS 


Nation's most accurate; e 
than 85°% correct for all col 
eae ana pr games. Ea y-to 

rinted charts issued 
A | f TOAll WeeKS. 
. + ~ with 


Bring trade into outlets, 


JIMMY EVANS, 


¥ 


JIMMY EVANS ASSOCIATES 
Randolph 3387 
205 W. Wacker Drive 
Chicago 6, Illinois 


'Gidley Joins Winsett 


Robert T. Gidley, formerly 
business manager of Southern 
Flight, Dallas, and previously ad- 
vertising manager of Carraway- 
Byrd Corporation, Dallas, has 
joined Marvin Winsett Advertis- 
ing Agency, Dallas. 


Appoints Walsh Agency 
Bishop Asphalt Papers Ltd., 

Portneuf Station, P. Q., has placed 

its advertising with Walsh Adver- 

| tising, Inc., Montreal. 

| 


Chevrolet Copy 
Appeals to Women 


Detro1it—Borrowing a leaf from 
the advertising notebook of the 
Ladies’ Home Journal, Chevrolet 
motor division of General Motors 
Corporation has announced an ad 
‘campaign directed at and designed 
|to appeal to women. 

The campaign, one of the first 
ever sponsored by the automo- 
tive industry exclusively 


women, was prepared for Chevro- 
let by Campbell-Ewald Company, 
Detroit agency handling the GM 
|division’s account. 

A series of six full-page, four- 
color insertions has been sched- 
uled for the Journal, Household 
and Better Homes & Gardens. The 
series will run consecutively for 
the remainder of the year. 

Henry Little, Campbell-Ewald 
vice-president, said the response 
from Chevrolet dealers has been 


a) 


Advertising Age, July 28, IY 
more favorable dealer comme 
than any campaign since the e; 
of the war.” 
Six Join AFA 

The Denver Post, Goodall Co 
| pany, Cincinnati, and the follow 
| advertising agencies have joi: 
the Advertising Federation 
| America: Alfred F. Toker Ady 
| tising Agency, Newark; Lawre 
Boles Hicks, Marvin Sherres 
vertising, and Williams & Say 
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sociation. The home economics | 

P work on the account will be han-| 
Scott M. Thomas, formerly with| died by the Pacific Kitchen di-| 
the North Carolina Tourist As- | 


. | vision of Pacific National’s Seattle 
sociation, has been named an ad-| office. 


yertising executive of the newly | 


ee ae | 
rganized Georgia Tourist As-| Rexall Promotes Walton 


sociation, Atlanta. 

Russ Walton, assistant editor of 
“Ad-Vantages,” magazine of Rex- 
|all Drug Company, Los Angeles, 
| has been named assistant to Burns |} 
inc, has appointed the Portland,| Lee, manager of public relations. 
dre., Office of Pacific National Ad- Mr. Walton replaces Arthur Mc-| 
yvertising Agency as advertising| Carroll, who has joined the Los 
and marketing counsel for the as-| Angeles Herald & Express. 


Tourist Group Names 


Nut Growers Appoint 
The Northwest Nut Growers, 


= More than 1,000 local sponsors 
Co-op Sales Gain back these shows, Mr. Hauser 
said. 


Biggest single impetus to the 


77% at Mutual; 
Kate Smith Leads feo \ias\siven by the ate Seth 


New YorkK—Sales of cooperative | show, which started less than a 
programs on the Mutual network | month ago but already has picked 
as of July 1 are up 77% over last| un backers on 290 stations. 
year, according to Bert Hauser,|in line as money-makers are Ful- 
director of Mutual’s cooperatives.|ton Lewis Jr.’s newscast (262) 

Current program sales by the| and Cedric Foster’s commentary 
network’s affiliates total 987 as (126). 
compared with 557 a year ago. Other Mutual 


co-ops, which 


more 


out to buy. 


insertions 


LOWEST RATE OF THE “BIG 3” WEEKLIES 


Collier's lower rates put additional “impact” into your advertising 
budget. You get more sell per advertising dollar through Collier's 
than through either of the other “Big 3” weeklies. 


MORE BUYERS 


Of the “Big 3” weeklies, Collier's reaches the greatest percentage 
of the 25 to 45 year age group . . . the “Age of Acquirement” 
. . . the. men and women who know what they want and are 


MORE SALES MESSAGES 


You can “say it” more often in Collier’s than in either of the other 


“Big 3” weeklies. You can penetrate the market deeper with 


more sales messages . more weeks of 


national coverage. 


| Muriel DeLisa, 


47 
have been sold on 309 stations, 
include Bill Cunningham, Cecil 


| Brown, “Fishing & Hunting Club,” 
“Inside of Sports,” “Johnson Fam- 
ily,” Henry LaCossitt, Erskine 
Johnson, F. H. LaGuardia, ‘‘Meet 
the Press” and “Tell Your Neigh- 
bor.” 


Next | 


DeLisa Opens Service 

formerly with 
ABC and now handling packaged 
radio shows (including a new 
half-hour “Your World in Song,” 
featuring original music by Vic- 
tor Granados), announced in Chi- 
cago last week establishment of 
radio and other advertising serv- 
ices in Los Angeles for small mid- 
western agencies. Offices are at 


2048% N. Cahuenga Blvd., Los 
Angeles. 
Joins Personnel Co. 

Ruth Johnson, formerly with 


Raymond R: Morgan Company, 
Hollywood, has joined Helen Ed- 
wards & Staff, Los Angeles per- 
sonnel agency specializing in ad- 
vertising and merchandising place- 
ment. 


Gwi... 
PREMIUM 
OR PRIZE 


Hallowell "Home and Hobby’ 
Kits contain—within their com- 
pact handles — useful tools 
that will be used over and over 
again by your prospects and 
customers . . . in their home 
and office, on their farm or 
around their automobile .. . 
to make emergency repairs or 
build models. And they remind 
clients constantly of the serv- 
ices you perform or the prod- 
ucts you make, 


Tread-grip, hollow, red plastic 
handles . 
palm of your hand. . 


. « fit snugly in the 
. are 
durable and light in weight; 
tools are precision-made of 
high-grade steel; Kits can be 


imprinted with your name at a 


nominal cost. 


For 
these 
handy 


for descriptive 


about 
and 
write 


and 


information 


builders 


more 

good-will 
reminders 

literature 


prices 
Kits Pat's Pend. Over 44 Years in Business 


STANDARD PRESSED STEEL CO. 
JENKINTOWN, PA. Box GLB 
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Advert 
* , ’ sales promotion manager of Path-| am ; Journal. Mr. Eckelman succeeds 
Farm Journal Appoints finder, published by Farm Jour. |e 6s Fistere V.P. ' John M. Palmer, who has been Army to Sponsor : 
Barry Urdang, formerly assist-| nal, Inc., Philadelphia. William | _ Joseph Fistere, director and sec-| appointed sales manager of Ward- vt 
ant promotion manager of the New | Courtenay, formerly with Du Pont, | Tetary of Mallinckrodt Chemical! Feast Associates. Portland. Football ames 
York Times, has been appointed | Chilton Publishing Company and| Works, New York, has _ been ; 


been named sales promotien man- | COMpany. 


Complete line of artists’ materials ager of Farm Journal. secretary. 


At Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Mibhigan Ave. Cen. 3373, Chicago | 


L. A. Agency Moves Names Eckelman 


| quarters at 2624 W. Sixth St. 


Houdry Process Corporation, has|@amed a vice-president of the) 
rong MEI gon 2 ane He will continue as Joins Bob White 


Associated Advertising Agency, Paul A. Eckelman has been| White Organization, Chicago, to|ing up as backers for network 
Los Angeles, has moved its offices named manager of the Portland,| direct brokerage sales in the local | broadcasts of 1947’s top pigskir 
from the Los Angeles Chamber of| Ore., Advertising Research Bu-| market and cooperate with na- 
Commerce building to largerj|reau, which is sponsored jointly} tional selling projects of the or-| 

| by the Oregonian and the Oregon | ganization. 


Over ABC, MBS 


ae : Re New YorK—The weather 
| eee por pags Brees ne geo feels more like baseball than f 
Foods, Inc., has joined the Bob| ball, but sponsors already are | 


} 


The 


classics. 
The Army Recruiting Service. 
| through N. W. Ayer & Son, will 


PHILCO / 


- SMITH APPLIANCE Summ 


a __ 


sign program engineer will call 


WRITE FOR 


tisers. Learn how this important 


A gerbe 


REPRESENTATIVES IN ALL 


concentrated on one objective 
—producing the finest in illumi- 
nated brand-identification signs for 
America’s national advertisers. tests, said no sponsored gamé 
Scores of “big names” adorn our client 
list. Yet we're equipped to meet the needs of 
the most restricted budget. 
Our plant is the largest of its kind in the world. 
Our planning, designing, and mass-production depart- 
ments have the expert “know how” for developing a com- 
plete program of dynamic, colorful signs that SELL. 
For assured satisfaction, bring your dealer-identification 
problem to “Illuminated Sign Headquarters.” Just send us 
your brand name and an outline of your requirements, or our 


gladly submit sketches and plans, without charge or obligation. 


Read how Brand and Dealer Identification sign 
programs are developed by National Adver- 


advertising can fit into your budget. 


|pay for a series of games to be 
| aired over ABC and Mutual. On 
network will broadcast the gam: 
of the week, and the other wij] 
carry the West Point contests, 
Again there was no choice of net- 
works for the Army, which also 
sponsored a similar series ove 
Mutual and ABC last year, since 
CBS and NBC do not sell time 
to the government. 

These football broadcasts are a 
part of the Army’s over-all radid 
program, which will solicit re- 
cruits through an intensified spot 
campaign to be carried on practi- 
cally every station in the country 
Spot announcements will go to sta 
tions that have not broadcast at 
least four Army-sponsored foot- 
ball games. 


Plans Spot Drive for Fall 


The spot drive will be timed | 
meet the Army’s needs and 
scheduled now to begin after th 
close of the football season. How 
ever, the agency may decide | 
start sooner to appeal to mi 
year graduates. 

Gridiron clashes of the Unive 
sity of Arkansas, from Sept. 2 
through Nov. 27, will be spor 
sored by the Standard Oil Con 
pany of New Jersey, throug 
Marschalk & Pratt. 

Tide Water Associated Oi] Con 
pany, last year’s backer of ou! 


standing games on the We: ae 
Coast, has not yet announced it whet 
plans for this season, but report miss 
edly is working on a schedule nov anal 
through the Chicago office « re 
Buchanan & Co. mn 2 
Jd 

Atlantic Plans List of Games It w 

Atlantic Refining Compan nered 

which for the last couple of yea! Ras 

ac ; 7 2S ; } arre 

Ror slmoe two fall dec- has bought time for game: in t toig 
haan ® East, currently is negotiating witi}** © 

ades, ‘‘Neon of Lima’”’ has N. W. Ayer & Son on a list «@p Pret 


nglis 
ub, 1 
ell a 
This 
hone: 
lite ; 


contests for fall. 

An NBC spokesman, who pointe 
out that the trend is away fro 
network games, to regional co! 


have been lined up for the ne’ 
work yet. The same is true 
CBS which, except for speci 
games such as the Orange Bow 
usually airs football on a susta 
ing basis. 

Station WINS in New York w 
again broadcast the Yankee [001 
ball games. Sponsor for the seri 
—last year it was Pabst Blue Ri! 
bon beer—has not yet bee: 
nounced. 


Gets Fruit Account - 
Washington State Fruit Cong” 
mission has named Pacific Nay 
tional Advertising Agency, Seger! 
attle, to handle advertisi al 
peaches, prunes and Bartlett )ea! 
and has voted a fund of $25," 
to finance the program. T 
agency has handled adve 
for the Northwest Cherry Bu rea 
which is now working wit 
Fruit Commission. Radio 
newspapers are planned f 
campaign. 


at your convenience. We'll 


FREE BOOK =» 


point-of-sale 


Maps Tractor Campa:gn 
Aerco Corporation, Bu 
Cal., will begin a campaign 
ing in August in national 
tional and regional public 
featuring the new Aerco &g¢ 
purpose farm tractor. Full 
in various implement deale! 
lications will start the pr 
to be followed by extensiv‘ 
vertising in selected state 
papers and several national 
publications. West-Marquis 
Los Angeles, is the agency 
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... BUSINESS CHART OF THE WEEK . . 


. THE PAY-OFF . . . OTHER FEATURES . .- 


AT THe GOLF CLUB. be 
§ -torbool Mont cam x 


cra wher 
a bright, 
a 


Sa 


The NE 


[fund { 


During the war there arose quite a 
it of criticism about advertising which 
lamed its sponsor was winning the war 
ractically single-handed through the 
anufacture of a product that happened 
be a minor and often quite insignificant 


art of a tank or an airplane. 


It was not only in bad taste; it was 


ncredible. 


To this Corner at least, the ad for 
Narren’s Mint Cocktail chewing gum 
hat appeared in the July 7 issue of Life 


s pretty much in the same category. The 


nglish lady, the horticulturist, the golf 
ub, the silver salver—all combining to 
ell a stick of chewing gum. 

This fabricated, highly artificial, strictly 
honey variety of advertising used to do 
lite a job back in the days when people 


lou Ought toKuow . 


In the fall of 1923, a young aviator had 
urvived a crash; not so spectacular as 
me of his experiments with the flimsy 
ircraft of pre-World War I days, this 
‘ash was the financial wreck of Aero- 
arine Airways, an 
ar] experiment in 
ir transportation. He 


ad been its vice- 
resident in charge of 
ivertising and pub- 
cit He was 30, 
and his assets 

led some _ loose 
ge, a five-dollar 


ind a typewriter. 
had been offered 
by Ivy L. Lee, 
er public rela- 
man, and his choice was to go to 
for Lee or to start for himself-— 
i by his own magnificent capital. 
pped one of his few coins, and the 
old him to start for himself. And 
how Harry A. Bruno & Associates 
orn. 

men alive today have the intimate 


Harry A. Bruno 


19 


the BREATHTAKING the ONE and 
+ 


VL 


“i he Creative Uans Corner 


4/0, ha ef . 
A \ OM UML 


says LADY IRIS MOUNTBATTEN 


CL. 


were a lot more naive than they are 
currently. But—in the opinion of this 
Corner, anyway—a depression, an ex- 
periment in socialized government, a 
second World War, the atomic bomb, the 
U. N., the split between east and west, 
and a score of other national and inter- 
national problems that have, during the 
past two decades, plagued not just the 
politicians, not just the bankers, but all 
classes of people, have slowly forced the 
American mind to a belated maturity— 
and, in so doing, have made it mandatory 
for advertisers and their agencies to 
create a new brand of advertising, much 
more adult than this strictly-out-of-the- 
twenties-variety warmed over and dished 
up for Warren’s Mint Cocktail chewing 
gum. 


e « Harry A. Bruno 


knowledge of aviation which Harry 
Bruno has. The walls of his office are 
covered with photos of the men who 
pioneered in civil and military aviation 
.. . Anthony Fokker, the Dutch plane- 
builder, Ira C. Eaker, “Jimmy” Doo- 
little, Wiley Post and many another of 
the company who blazed air trails. 

Now a citizen, Harry was born in 
London Feb. 7, 1893, and was educated 
at Portland Prep College, London, and 
Montclair, N. J., high school. Fascinated 
by airplanes, Harry built and flew gliders 
in 1910 and 1911, was finally grounded 
by his parents, who took a dim view of 
their son’s hobby, but not before he was 
admitted, as a pilot, to the United States 
Aeronautical Reserve—at the tender age 
of 17. Harry’s parents were lost when 
the Lusitania was torpedoed, and Harry 
went into the Royal Flying Corps in 
Canada. After the war he resumed flying, 
and won the Glidden trophy of the New 
York Aero Club for circumnavigating 
the Great Lakes in 1921, in a converted 
Navy flying boat. 

Then came Aeromarine. 


and _insol- 


vency. In November of 1923, he opened 
his publicity firm, and in November, 
1948, will celebrate his silver anniver- 


sary. In November, 1924, he had three 
accounts—Fokker Ajrcraft, Skywriting 
Corporation (Harry was the god- 
father of the medium) and Fairchild 
Aircraft. In the same year, Richard R. 
Blythe, another Royal Flying Corps 


pilot, joined the firm, and it became H. A. 
Bruno, R. R. Blythe & Associates. Blythe, 
with as gay a personality as his name, 
stayed with Bruno until 1934, when he 
became ill and sold his interest in the 
firm. 

Blythe recovered his health, and when 
World War II came, talked his way into 
the RCAF as an instructor, and was 
killed in a crash in 1942. 

One of their early ventures was radio. 
The Third Avenue Railway systems 
wanted to retain their lines into West- 
chester County, and wanted to improve 
their public relations. They secured a 
franchise from the government, and in 
two months built WEBJ, known as the 
Red Trolley Broadcasting Station. To 
manage the station, and doubling as an- 
nouncers, they secured Bruno and Blythe. 

The WEBJ venture was successful but 
short-lived, but in the meantime a new 
personality appeared on the Bruno hori- 
zon. He was “Archie”? M. Andrews, fabu- 
lous financier of the ’20s. Andrews had 
made millions in the stock market and in 
penny weighing machines. He was about 
to introduce the Ruxton, a car with a 
front-wheel drive. A friend of Bruno’s 
told him to get in touch with Andrews 
at the Plaza hotel. 

He found Andrews being shaved, and 
explained to him that he was a pub- 
licity man, and that he understood An- 
drews needed one. 

“IT do,” said Andrews, “tell me about 
yourself.” 

As the barber worked steadily, Harry 
talked for about five minutes. 

Andrews broke in. “All right,’ he 
said, “you suit me.” As the barber 
cleared things away, Andrews said: “I’ve 
allocated $1,000 a week to publicity; will 
that be enough? Will that cover ex- 
penses?” These were the days before to- 
day’s retainer fees, and the prospect of 
$52,000 in the budget made Harry gulp. 
“Yes,” he said, “that will be adequate.” 

“If it isn’t, say so,” Andrews insisted, 
“don’t be shy with me.” 


Bruno handled Andrews’ Ruxton— 


which never really panned out—for a 
year, and a fabulous year it was, includ- 
ing press parties on Andrews’ huge yacht 
(he once had a three-foot section in- 
serted to make it longer than one which 
was built after his). 

About the same time, Bruno acquired 
the National Association of Engine & 
Boat Manufacturers, his oldest account. 
For 23 years, Harry has been building 
prestige and attendance for boat races 
and shows. It fitted into another of his 
projects, Montauk, L. I. Montauk, located 
at the tip of the island, was selected by 
Carl Fischer to be a sort of northern 
Miami. Fischer had built Miami Beach 
from a sand spit, and he built a yacht 
and beach club, a beautiful hotel and 
several houses before he had to return 
to Miami to repair the damage of a 
hurricane. In the meantime, a shift in 
the stock market left Montauk a busted 
bubble. 

One of Harry’s clients bought Montauk 
for a fraction of its original cost, and 
Harry started rebuilding it—with boat 
races, with deep sea fishing stories, with 
news about the celebrities (including 
J. P. Morgan) who came there. But 
Harry wrote so glowingly of the place 
that he bought a house, called “Green 
Chimneys,” there—and lives in Montauk 
during the summer. During the winter 
he and his wife, the former musical 
comedy star, Nydia Darnell, have an 
apartment at 400 E. 57th St., and they 
have a citrus ranch near Indio, Cal. 

Harry has counseled Pan American 
Airways virtually from the time the line 
began to operate on its Miami-Cuba run, 
and still lists the line as an account. He 
has advised Standard Oil of New Jersey 
for nine years and Floyd B. Odlum and 
his Atlas Corporation for the same time, 
and before that had Texas Company for 
10 years. His new accounts pay a mini- 
mum retainer of $35,000. 

Although he built his reputation in 
heavier-than-air planes, he still is an 
advocate of the dirigible, recalls with 
pleasure his trip to Germany on the ill- 
fated Hindenburg. He hasn’t flown ac- 
tively since 1929, although on a recent 
trip to the Goodyear plant (another 
client) he flew one of the amphibians 
they had built. He took over in the air, 
landed it on a lake, took it off again, 
orbited and landed again. “It was really 
sweet on the stick,” he says wistfully. 


lhe Piny- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


AN IDEA TO INCREASE YOUR SALES WITHOUT COSTING YOU 


Many a mail-order advertiser featuring 
a specialty item has overlooked the op- 
portunity for quantity orders or gift sales 
in his advertising. 

This idea is easy to test out, and it 
rarely requires any additional space in 
your advertising. 

When an advertiser has an item that 
could be sold through retail stores, he 
merely needs to include in his copy the 
statement—“Dealers Wanted” or “Jobbers 
Wanted.” As the inquiries are received, 
he can send literature and prices accord- 
ing to the classification of the prospect. 

Many profitable dealer connections have 
been obtained in this way without inter- 
fering with consumer inquiries or orders, 
and at no additional selling expense. 

Another profitable plan is to make “‘con- 
sumer agents” out of your customers. If 
a customer is well satisfied with you 
merchandise, he is a logical person to take 
orders among his friends. A _ practical 
demonstration of the gadget, or a showing 
of the merchandise frequently leads to 
extra sales. In fact, before the custome: 


ONE CENT EXTRA 


realizes what has happened, he is an 
agent for you. You can add “Agents 
Wanted” or “Special Offer to Agents” to 
your advertisement and thereby stimulate 
agents’ inquiries. 

An attractive circular quoting agents’ 
prices and enclosed in the outgoing mer- 
chandise will also produce quantity orders 

Suggest in advertising that the custome: 
order an extra as a gift to a friend 
Here is how one advertiser worded the 
gift idea: “Order ‘Smiley’ today for only 
$1.98. Since he’s always good for a laugh 


“one”’ 


why not order an extra ‘Smiley’ as a gift 
for a friend.” 

One advertiser says in his copy: “The 
moment your friends see this weathe 
forecasting sensation, they'll want one, 
too. So why not play it safe and orde1 
several?” 


With all costs rising, it will pay you to 
test new ways to get more business fron 
yout 


active customers 
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$2,000,000 Lever Tests 
Will ‘Prove’ Advertising 


(Continued from Page 1) 
doing the same sort of job for the 
Harriett Hubbard Ayer business, 
which Lever has just acquired. 

But at the same time he intends 
to influence favorably as many as 
possible of the 140,000,000 other 
Americans—nearly all of whom 
respect fair dealing, and use soap. 


Ready for Competition 


With soap production, after six 
years, beginning to bear some re- 
lationship to demand, and a buy- 
ers’ market for it probably but a 
few months away, Chuck Luck- 
man and his new “backfield” are 
ready to meet some tough and in- 
telligent competition. 

When the second Lord Lever- 
hulme, head of $1,200,000,000-a- 
year, world-wide Unilever Ltd., 
reached out from London to Chi- 
cago to make Pepsodent Com- 
pany’s president the executive 
vice-president of Lever Brothers, 
in January 1946, the earth did 
not quake under Procter & Gamble 
in Cincinnati or Colgate-Palm- 
olive-Peet in Jersey City. 

When, six months later, Luck- 
man became president, ending the 
30-year rule of Francis A. Count- 
way (who had 0obuilt Lever 
Brothers’ sales from less than $1,- 


000,000 to more than $200,000,000), 


P&G and Colgate took it in their 
stride. 


Luckman Cuts Advertising 


P&G—for several years the na- 
tion’s largest advertiser—reported 
sales of about $320,000,000 for 
1946, down a bit from a $352,000,- 
000 peak in 1945, and Colgate sales 
have been running around $190,- 
000,000. 

In fact, while both P&G and 
Colgate were increasing adver- 
tising expenditures — respectively 
about $3,000,000 and $1,500,000— 
one of the first things Mr. Luck- 
man did as president was to re- 
duce advertising. 

He announced that the com- 
pany’s ratio between radio and 
“space” media, which had been 
70-30, would become about 50-50. 
He dropped Lifebuoy’s Bob Burns 
and Rinso’s “Big Sister” programs. 
But space in magazines, news- 
papers and farm papers also was 
cut—with the summaries showing 
the company’s $11,000,000 total in 
these media about $3,400,000 less 
than in 1945. 

P&G, with $24,600,000, spent 
more than twice as much, and 
Colgate ($10,300,000) was nearly 
as large. 


$2,000,000 for Tests 


Today, Lever’s advertising ex- 
penditures are still on about a 
50-50 time-space ratio, Mr. Luck- 
man told AA, but the over-all 
budget has been moved above the 
$15,000,000-mark. About one-fifth 
of it is in point-of-purchase media, 
which have become a more-than- 
ever-important part of the pro- 
gram. 

In addition to all this, the com- 
pany will spend about $2,000,000 
—or about $300,000 each—to test 
long-used media and themes for 
seven major products. Agency 
recommendations were scheduled 
to be made by late July. The tests 
will start in September. 

The brands involved are Lux 
and Lux Flakes, through J. Wal- 
ter Thompson; Lifebuoy, Rinso 
and Spry (Ruthrauff & Ryan); 
Swan soap (Young & Rubicam— 
which also handles Lipton tea and 
food products), and Pepsodent 
(Foote, Cone & Belding). 


All Use ‘New’ Media 


Not included is Breeze, a soap- 
less detergent and the first of 
several postwar products, which 


is being advertised in the Middle 
West through Federal Advertising 
Agency. 

All the tests will be in space 
media, primarily—including such 
“new” media, for Lever, as car 
cards, outdoor and movie films. 
Contests may be tried. Different 
copy appeals may be checked in 
split runs in individual publica- 
tions or groups. Mr. Luckman 
emphasized that the tests for each 
brand will run only in media not 
currently used by that brand. 

No “new” advertising agencies 
will take part in them. 


Still Big in Radio 


A pioneer in soap operas, and 
for many years one of the largest 
buyers of network radio time, 
Lever dropped to seventh on this 
list in 1946. Only one soap opera 
survives— “Aunt Jenny’s’ Real 
Life Stories,” for Spry (currently 
sixth among Hooperated daytime 
shows). 

Chuck Luckman is pleased that 
in the last season, September to 
June, three Lever shows—Pepso- 
dent’s Bob Hope, “Lux Radio 
Theater,” and Rinso’s “Amos ’n’ 
Andy” — consistently were. on 
Hooper and Nielsen first 10 eve- 
ning shows. Even Swan’s Joan 
Davis show made the First 15 


the soap shortage—between 1939 | 
and 1945. 

In the first half of 1947, how-.| 
ever, Lever’s sales were 20% more | 
than in the same period of 1946. | 

Probably they are now pushing. 
the $250,000,000 level—which puts | 


few suus + 


them within shooting distance of 
Procter & Gamble. 

Chuck Luckman didn’t say so, 
bui the inference was that, one 
of these days, Lord Leverhulme 
is going to be plenty proud. Last 
Sept. 28, Lever Brothers’ cash 
balance sheet amounted to $34,- 
595,143, as compared with $14,- 
261,771 on Sept. 29, 1945. Its 
profits are estimated to exceed 
$14,000,000. 


Accumulated Profits Released 


With the war’s end, six years 
of accumulated U.S. profits total- 
ing $80,000,000 began flowing back 
to the twin parent companies of 
Lever Brothers & Unilever Ltd., 
London, and Lever Brothers & 
Unilever N.V. (Naamlooze Ven- 
nootschap means “limited liabil- 
ity”) of Rotterdam. It will help 
provide the $100,000,000 which 
Unilever is using in global post- 
war expansion. Part of it will be 
used here. 

The Lords Leverhulme, first and 
second, had their own ways of 
winning friends. In Port Sunlight, 
near Liverpool on England’s West 
Coast, 30,000 Unileverites and 
their families live and work in a 
landscaped, paternalistic com- 
munity. 

In his devious and dictatorial 


YOUTH HAS ITS FLING—Two of the nation's current Horatio Algers—Chuck 
Luckman, youthful Lever president, and Justin Dart, equally youthful Rexall 
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CHUCK LUCKMAN'S 'BABY'—Lever Brothers’ president (right) admires the 

company's first postwar product. Present, as godfathers, so to speak, are Wal- 

ter W. McKee, vice-president in charge of sales (left), and John R. Gilman, vice- 
president in charge of advertising. 


people thought about soap. One 
housewife told him: “Young man, 
you’ve a lot to learn about the 
soap business.” 

Shortly before that he was en- 
gaged, a bit ruefully, in killing 
Vimms vitamins, on which Lever 
had spent up to $1,500,000 an- 
nually, with the help of Frank 
Sinatra. “The public,” he found, 
“considers vitamins a medicine to 
be prescribed by physicians—and 
all the advertising in the world 
won’t change them.” 


Sells Lever Name 


Chuck Luckman is selling Lever 
Brothers as a company to the na- 
tion, the trade, and to its workers. 
“Lever Brothers presents” — in- 
stead of Lux or Spry presents— 
is now the standard introduction 
on the radio. His worker-relations 
beliefs and policies have been 
widely published and broadcast. 

But it was tough going, at first. 
To streamline and invigorate the 
organization, he removed or re- 
tired 30% of the workers and a 
lot of executives, some of whom 
had served for many years under 
Countway. 

And where Countway had held 
all the reins, Luckman created a 
new executive staff, each member 


of which, under Luckman and 
| William R. Veale, vice-president 


,and general manager, has com- 


plete authority and responsibility 


president—sized each other up at the Associated Chain Drug Stores meeting |= his department. Luckman em- 


in New York last fall. 


several times. Recently in 53rd 
place, however, with a Hooperat- 
ing of 7, this program has been 
replaced by the cheaper “My 
Friend Irma.” 

Also in the Lever network 
group is Arthur Godfrey’s “Talent 
Scouts” for Lipton, which started 
on CBS July 25. 


Want to Be Sure 


But Luckman isn’t taking even 
his biggest and _ best-accepted 
shows for granted. If there’s a 
better and lower-cost way of sell- 
ing, he’ll take it. 

‘“‘We’re making these tests,’ he 
emphasized, “not because we feel 
that there’s anything wrong with 
the advertising for any of our 
brands. But I believed that unless 
we forced experimentation, we 
wouldn’t get it. 

“Afterward, we may go back 
to our present ways—but at least 
we'll know.” 

As to reports of friction be- 
tween Bob Hope and himself, 
Luckman pointed out that Pep- 
sodent’s present contract with the 
comedian still has eight years to 
go. And he added: 

“Hope sells.” 

Lever Brothers Company’s “an- 
nual report” is simply a memo- 
randum from Charles Luckman in 
Lever House on the Charles to 
Lord Leverhulme of Unilever 
House on the Thames. 

He told AA, however, that 
sales were “above $200,000,000” 
in 1946; virtually unchanged from 
1945, and that there was “only a 
slight increase’—due largely to 


|phasizes that he is the directing 
|head, not the operating head of 


way, Countway “paternalized” too. | the business. 


Luckman intends to give his| 
Leverites all that he feels is due! 
them in wages and working con- 
ditions, but to leave them other- 
wise on their own. 


Is Readily Accessible 


Countway promoted the accep- 
tance of brands, but kept Lever 
Brothers Company hidden behind 
closed doors. (He was one of 
many “inaccessible” business men 
of whom it has been said that he 
had dictographs installed under 
desks so that he would know what 
his employes were saying—prob- 
ably about him.) 

Luckman’s door is figuratively 
open at all times. His Phone No. 
200 is known to all the workers 
and has been used by a lot of 
them. When he’s there, they can 
talk to him personally. (One of 
the first things he did was to have 
Countway’s dark mahogany office 
bleached.) 


Luckman Gets Around 


Countway apparently talked 
only with Cabots and Lowells. 
Luckman has met personally al- 
ready some 2,000 of his 8,000 asso- 
ciates—in Lever House, in the 
factories in six cities (two more 
are planned) and the 16 division 
sales offices—as well as thousands 
of grocers—just as, with Pepso- 
dent, he had the reputation of 
knowing 35,000 druggists. 

Within three months after mov- 
ing from Chicago to Cambridge 
he was out ringing doorbells in 
Los Angeles to find out what 


Has Team of Six 


The six vice-presidents who run 
Lever Brothers under Luckman 
are from seven to 18 years older 
than he. All but one—Arthur P. 
MacIntyre (finance)—have had at 
least some sales and advertising 
experience. Even Alexander B. 
Stewart (production) originally 
entered the company in the sales 
department. Three of the five, 
under Veale, are directly con- 
cerned with sales and consumer 
acceptance now: Walter W. Mc- 
Kee, sales; John R. Gilman, ad- 
vertising, and Robert F. Elder, 
consumer research. Veale has had 
sales and advertising experience, 
too. 

Four—Elder, Gilman, MaclIn- 
tyre and Stewart—are veteran 
Leverites, with a total of 89 years 
with the company, or an average 
of about 22 years each. Both Veale 
and McKee worked for many 
years with Colgate - Palmolive - 
Peet—Veale spending eight years, 
more recently, with Frankfort 
Distillers, and McKee, after be- 
coming U.S. sales manager of 
C-P-P’s toilet article department, 
moving over to Pepsodent on Jan. 
1, 1944, as vice-president in charge 
of sales, when Luckman became 
president of that company. 


Gonser Heads PR Work 


McKee says: “I came over be- 
cause I knew Chuck Luckman, his 
aggressiveness, the ideas he had 
for Pepsodent’s future, and the 
happiness I would get from work- 


ing with him and the Pepsodent 
people. . .” 

Luckman may know more drug- 
gists personally, but McKee claims 
to have “called on and sold more 
druggists in more states than any- 
body!” 

The office next to Luckman’s on 
the sixth floor of Lever House is 
occupied—usually only at odd 
minutes during the day—by 
Thomas A. Gonser. For 25 years, 
until last January, Tom Gonser 
was vice-president in charge of 
public relations and development 
of Northwestern University, Chi- 
cago, raising $85,000,000 for its 
expansion. 


Agencies Get the Pitch 


He was begining to think about 
taking things easier when his 
friend Chuck Luckman (whom 
Gonser regards as a ‘“genius’’) 
took him off to Cambridge as di- 
rector of personnel and public re- 
lations. He also named Benjamin 
Sonnenberg of New York as public 
relations counsel. 

Neither of these functions seem 
to have been exercised much 
under Countway. 

In fact, Lever then kept things 
somewhat “secret” even from its 
advertising agencies. 

Luckman introduced a policy of 
two meetings a year of the prin- 
cipals and top executives of each 
agency—copy, art, research, etc.— 
with all Lever executives con- 
cerned with the products and pro- 


motion of those products. 


Just Get-together Sessions 


“We don’t decide anything at 
these meetings,” Mr. Luckman 
said. “But they enable the agency 
people to know the men who 
know what the products will do. 

“Also, our advertising execu- 
tives may point out that the prod- 
uct needs more support in weaker 
markets. The sales department 
may want a special deal.. .” 

This was one of several policies 
which Chuck Luckman brought 
over from Pepsodent. He admits 
that “Pepsodent was Lever’s test- 
ing ground.” The implication was 
that Lever rapidly is becoming 
Unilever’s testing ground. Plans 
successful here may be applied 
around the world. 


Makes Other Moves 


Some other policies borrowed 
from Pepsodent: 

1. Both Mr. McKee and John 
O. Brownell, veteran Lever ex- 
ecutive who serves with him as 
general sales manager, as well as 
the 16 division sales managers, 
have left their swivel chairs to go 
out into grocery stores to show 
the company’s 750 salesmen how 
to sell. 

2. Although the sales staff has 
been cut 30% in the last 18 
months, the average salesman’s 


salary has been boosted 25%. The 
salesmen’s effectiveness has been 
increased with new tools—proved, 
verbatim how-to-sell talks, bro- 
chures to help the dealer, and 
other material. 

“When we 


introduced Breeze, 
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last spring, for instance,” Mr. 
Luckman explained, “we provided 
the men with a kit intended to 
answer all the questions and meet 
all the problems.” The salesmen 
entered a grocer’s store carrying 
a plain red box, with question 
marks on all four sides and top. 
He opened this outer box to re- 
veal a Breeze package inside. 


Does Much Merchandising 


Listed on the opened-out inside 
of the outer box were five rea- 
sons “why Breeze is better” — 
which, briefly, were “works better 
in harder water”; “mountains of 
lasting suds”; “dishes sparkle— 
no wiping”; “brighter colors,” and 
“lovely new woolens stay softer.” 
Also mentioned was the fact that 
the package was designed by Ray- 
mond Loewy Associates, “famous 


while returned veterans and new | 


babies had increased demand, and 
pledged this “guarantee of Faith”: 

“We’re making avery cake and 
package of soap possible with the 
materials allowed us. 

“We’re distributing (each) as 
soon as it is made. 

“We’re bending every effort to 
give every dealer his fair share.” 


Has Special Service Plan 


To explain the shortage to con- 
sumers, Lever offered displays 
showing Rinso’s “Amos ’n’ Andy” 
saying: “Your grocer is doing his 
best to get soap for you. The sup- 
ply is scarce—please be patient.” 
The shortage also was explained 
on the company’s network pro- 
grams. 

For the first quarter of 1947 the 


company really got going with a 
“special service plan” of “inex- 
pensive suggestions to help the 
modern grocer”—including ideas 
for fixtures by Raymond E. Main- 
tain; for displays by Raymond 
Loewy Associates; for newspaper 
and handbill ads by J. Walter 
Thompson Company, “world’s 
largest advertising agency’ —in 
which no Lever brand was men- 
tioned. It also presented ‘10 
tested and proved ideas from alert 
grocers,” ranging from meal plan- 
ning to accident prevention. 

Each brochure is addressed by 
the salesman to an_ individual 
grocer, signed by him and de- 
livered in person by him. 

Suggesting the world-wide scope 
and importance of Lever opera- 
tions, the second quarter brochure 


showed “grocery stores around the 


of U. S. stores in the last half- | and magazines. 
century, and contrasted, for in- 


new Lifebuoy campaign in spot 
world”; emphasized the progress | radio, Sunday newspaper comics 


This campaign, incidentally, 


stance, stores in Pekin, I1l., with | 
those in Peking, China. 

For the third quarter Lever of- | 
fers to 250,000 grocers another | 
“special service plan, covering 
store planning”; ‘40 sure-fire sell- | 
ing ideas,” plus “a sizzling Life- | 
buoy promotion.” | 


Campaign Successful 


With established brands — in- | 
cluding Lever’s—now available in 
larger supply, the 40 selling ideas, 
reproduced from Food Topics, 
told how to “sweep out the ‘cats 
and dogs.’ ” 

In fact, a Lifebuoy hot weather 
sale was outlined—backed by a 


industrial designers.” 

3. “Starting last fall,’ Mr. 
Luckman continued, “we launched 
a series of merchandising pro-. 
grams, covering all major prod- 
ucts for four months each, but 
with special emphasis on one of. 
them. The first was a ‘Carnival,’ 
inspired by Pepsodent, ‘My Favor- 
ite Brunette’ program. 

4. “Then, on a quarterly basis, | 
we introduced some really-helpful | 
dealer helps—not merely display | 
material.” 

Luckman rises at 5:30 in the | 
morning to plan things, but. . .| 
between the general in Cambridge | 
and the sergeant in Keokuk and) 
the private in Kankakee there’s a | 
lot of room for policies and plans 
to go askew. 


Keeps Fingers in Pie 


To keep them under control he | 
has introduced quarterly sales | 
meetings of all division and regi- 
onal sales managers, at which 
sales and other executives tell | 
their plans and objectives for the | 
next quarter. 

One week later, similar meet-| 
ings are held for all Lever sales- | 
men in all 16 division headquar- | 
ters cities, with division managers | 
and supervisors handling the pro-| 
gram. 
To hew to the plan, all talks are | 
written. The same talks are made | 
and the same material presented | 
at both. Thus, within a week or. 
so, everyone knows, in the same | 
words, ‘where Lever goes from | 
here. - 


How the Meetings Go 


At the quarterly division man- | 
agers’ meeting in Chicago, June) 
29-July 1, for example, papers 
were delivered, the first day, on 
recruiting, selection and training 
of salesmen; territorial coverage | 
for the third quarter; trade as- 
sociations; price decline and stock 
dealer advertising; pricing and. 
protection policy; sales plans; | 
dealer markup—and a film shown 
on Lux toilet soap production. 
Then a_ question - and - answer 
period. 

On the second day, each of the | 
four regional managers met with 
his own group, top company ex- | 
ecutives moving from one meet- 
ing to another. On the third day 
there was a special program, with | 
outside speakers on sales prob- | 
lems. 

At both the national and the 16 | 
division meetings, participants are 
asked to make 10 suggestions as | 
to how their management can help | 
them operate in the field. 


Dealers Get Help 


| 

| 

The quarterly dealer-help series | 
began early in 1946 with distribu- | 
tion by the salesmen to the gro- | 
cers of simple booklets—‘Stream- 
lining the Grocery Store for | 
Peacetime Business” and “Modern | 
Grocery Store Planning”—both | 
“approved by Progressive Grocer.” | 
Then in the fourth quarter | 
Lever Brothers gave them a} 
brochure of “Facts about the| 
Present Soap Shortage”; ex- 
plained how the war had reduced 
the supply of sdap ingredients, 


| 


How you can easily measure 


the results of your 


business paper advertising 


(even though your inquiry score may be zero! ) 


When A Business Paper Campaign pulls 20,000 in- 
quiries within a few months—as one did recently— 
even the mail clerk can see that it’s doing a job. 


But suppose your advertising doesn’t attract in- 
quiries— and isn’t even intended to. Is there any way 
you can actually measure results? 


Yes—there are at least ten ways. Ten individual 
results which good business paper advertising can 
produce. All of them measurable, all of them profitable. 


There’s a company that manufactures motors, for 
example, whose advertising has never broken any 
records for drawing inquiries. But by steadily in- 
creasing their space in business papers, they have 
reduced their original selling cost from 40% to 13%. 
(A measurable and profitable result? Certainly!) 


Or take the oil company whose industrial lubri- 
cants, when they started advertising, were preferred 
by only 1.5% of the total buyers in this market. 
After three years of intensive business paper cam- 
paigning, they had established a strong brand prefer- 
ence among len limes as many buyers! 


In still another case, a large truck company 
allowed smaller discounts than their non-advertising 
competitors. Yet sales agents prefer to handle their 


line because it is “the most widely advertised, and 
therefore, the easiest to sell.” 


Results like these don’t fall into your lap. They 
have to be planned that way. 


And when you’ve studied hundreds of such cases, 


as we have, you begin to see a recurring pattern. It is 


simply this: 


these advertisers ‘‘arrived” because, to begin 
with, they knew where they wanted to go—and 
then took the surest means of getting there. 


The only way any advertiser can arrive at a result 
(one that can be measured, that is) is to start out 
with one in mind. In other words, set up an adequate 
and valid objective in the first place—then keep 
everlastingly at it, telling a// your prospects all they 
need to know until you get the result you’re after. 
From there on, the measuring job should be easy. 


The objective of ABP’s advertising, by the way, 
is to help you make it easy— to show you how you can 
get more out of your investment in business paper 
advertising. Currently, we’re offering an interesting 
folder called “10 Ways to Measure the Effectiveness 
of Your Advertising.”” We’ll be glad to send you a 
free copy. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 
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said nothing about “B. O.” (which | got for us now?” 


Francis A. Countway himself is | Meanwhile, the Luckman - in- 
said to have discovered one warm | spired campaign for Breeze—the | 
afternoon, many years ago, on a first new product introduced | 
golf course.) Lifebuoy now is under his auspices—is reported to 
simply ‘so cooling —so refresh- have turned into quite a gale. 
ing.” '“Acceptance is so great,’ Mr.. 

Lever executives say that Brownell explained, “that expan- | 
“scores of thousands of grocers” sion into other markets must wait. 
have written in to thank the com- | until supply catches up.” 
pany for this material. When But Breeze soon will be) 
salesmen call on grocers now, Swanned or Luxed across the con-| 
they are asked: “What have you 'tinent. And other Lever-Luck- | 
'man products will follow, prob- 
‘ably next year. 


A Certain Similarity 


Between 38-year-old Chuck | 
_Luckman and 59 - year - old Lord | 
Leverhulme, there are certain) 
' grounds for affinity. Both bask in 
the promotional glow for Uni-| 
!lever’s Sunlight soap first gener- | 
‘ated in Queen Victoria’s day by a | 
certain William Hesketh Lever, 
‘the son of a grocer who became a 
| peer. 

Himself the son of a Kansas 
City clothing salesman, Luckman 
|has sold a lot of things with a lot 
‘of advertising and salesmanship. 
| But probably he does not sub- 
scribe completely to this line) 
,about the elder Leverhulme: | 
“Over the hills and across the 
| skies, 

By God it pays to advertise.” 

_ It might ruin the meter but it 
/would make more sense to Chuck 
_Luckman to include a line about 
|planning and testing and, 
above all, control. 


Plans Directory - 
ASK THE | The Market Guide for Purchas- 


|ing Agents Publishing Corpora- 
BRANHAM MAN 


tion, 385 Fifth Ave., New York, 
'will issue, this winter, a market 
| guide for the use of buyers of 
| boxes, paper and paper products 
| of every type and description. The 
|directory is entitled “Purchasing 
Agents Market Guide,” and is 
‘also known as “PAMG.” 


THE CITY WITH 


6, 
99 MILLION to spew! 


Most advertisers say "yes" to a city with a 


potential buying power of 99 million dollars. 
They go after those dollars . . . fast! 


Sales Management estimates in 1945 placed 
the Lawrence buying power at 89 million. The 
1946 survey showed a jump to over 90 million. 
While the 1947 survey shows a phenomenal gain 
of $8,587,000 . . . bringing the effective buying 
income up to $99,067,000. 


These estimates are "proof positive" that 
America's Capital of the Woolen Worsted 
Textile Industry has the dollars to make your 
sales chart gain new life. 


Reach the people who are able to buy. 
Reach them thru their daily newspapers, 
the Daily Eagle and Evening Tribune. 
Read in 95 out of every 100 homes. 
ABC city zone population 128,619 

ABC circulation over 35,000. 


the EAGLE-TRIBUNE 


_ LAWRENCE, MASSACHUSETTS | 
(CAPITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WARD - GRIFFITH CO/n —- NATIONAL REPRESENTATIVES 


LEVER CHIEFS—These six men, under 


are the vice-presidents who comprise 


They are, top row, left to right, William R. Veale, vice-president and general 
manager; Arthur P. Macintyre, finance, and Alexander B. Stewart, produc- 
tion. Bottom row, left to right, Walter W. McKee, sales; John R. Gilman, 

advertising, and Robert F. 


direction of President Charles Luckman, 
the Lever Bros. Co. executive staff. 


Elder, consumer research. 


Auto Makers and 


Dealers Seek to 
Spike Profit Talk 


Detroit—A spot check of the 
automotive “Big Three”—Chrys- 
ler, Ford and General Motors— 
|reveals that dealers are giving 
increased support to a_ well-or- 
ganized campaign to regain pub- 
lic confidence in the nation’s auto 
| manufacturers. 

In an effort to prevent gouging 
/by unscrupulous new and used 
car dealers and to combat the 


‘recent wave of adverse publicity, 
\leading auto makers are urging 
dealers to advertise the dollar- 
and-cents prices on new models. 

Ford, first manufacturer to 
-recommend such a program, re- 
ported an “excellent response” to 
‘a suggestion that its dealers co- 
operate with the plan as orig- 
inally outlined by the National 
'Automobile Dealers Association. 
Ford sent a reprint of a NADA 
| editorial to all its dealers. 


Nine Ford Regions Have Started 


A spokesman for J. Walter 
|Thompson Company, agency 
_which handles the Ford account, 
| said that of the manufacturer’s 
33 regions, Detroit, Dearborn, Des 
‘Moines, Cleveland, Chicago, Ches- 
'ter, Pa., Indianapolis, Kansas City 
-and St. Louis have already spon- 
/sored such ads and that other 
‘regions are now discussing the 
proposed program. 

The Ford ads run 1,000 lines 
in metropolitan dailies and 600 
‘lines in smaller publications. 

Ford has also asked its dealers 
to display 36x48” posters in show- 
rooms—“right next to each car” 
—listing prices. 

General Motors 


has 


Ford plan. 
Two GM _ divisions, 
and Cadillac, 


bureau said. 


Chrysler said that, although the 
suggested 
that its dealers advertise the price 
|of new models, due to the firm’s 
pricing policy, a voluntary “deal- 
is gaining 


corporation has not 


| er-inspired” 
| wide favor. 


program 


‘Helfrich Joins ‘Sport’ 


(which he _ will liquidate) 


recom- 
mended that all its divisions em- 
bark on a program similar to the 


Chevrolet 
are running such 
ads and it is expected that the 
other units will take definite ac- 
tion shortly, the company’s news 


O. L. (Dutch) Helfrich, for two 
years head of his own publishers’ 
representative firm, Helfrich, Inc., 
has | 


'Blatz Brewing Ups Three 

| Harry G. Lampman has been 
promoted from general sales man- 
ager to vice-president in charge 


pany, Milwaukee. E. C. Harmann, 
division manager, has been ap- 
pointed to supervise Blatz sales 
activities in the central area, and 
Fred B. Becker, district manager 
in Iowa, has 
charge of sales 
west of the Mississippi river. 


Dunhill Plans Campaign 


ronto, will launch a campaign in 
national magazines _ spotlighting 
Dunhill De Nicotea cigaret hold- 
ers, Mary Dunhill cosmetics and 
Dunhill’s men’s toiletries. Cana- 
dian trade publications will also 
be used in the campaign. Walsh 
Advertising Company, Toronto, is 
the agency. 


Offers Taxi Ads 


| Western Transi-tising Company, 
San Francisco, is offering taxicab 
advertising in the major cities of 
the West Coast. W. C. Du Bose 
| Jr. and Marvin K. Hand head the 


_ organization. 


Warner Joins Agency 
Richard Warner, formerly con- 

tinuity director of Station WGST, 

Atlanta, has joined Bates, Rikard 


count executive. 


of sales of Blatz Brewing Com-. 


been named in, 
in the territory | 


Alfred Dunhill of London, To- | 


& Richardson, Inc., Atlanta, as ac- | 
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Sinatra Subs 
for Bill Stern 


| New YorKk—Frank Sinatra will 
pinch hit for Bill Stern on the 
|“Sports Newsreel of the Air” Fri- 
day at 10 p.m., (EDT), over NBC. 
Eddie Cantor was last week’s sub- 
stitute for the sportscaster, who 
is on a three-week vacation from 
his coast-to-coast show sponsored 
by Colgate-Palmolive-Peet Com- 
pany, through Sherman & Mar- 
quette. 

Next week’s fill-in will be John 
_Garfield. All three vacation re- 
placements are using material 
‘from Stern’s book, “My Favorite 
Sport Stories.” 


Hillman Boosts Rates 


_ Effective with the January, 
| 1948, issue, the Hillman Movie 
|group (Movieland and Screen 
| Guide) will increase its circula- 
tion guarantee from 500,000 to 
| 600,000 and will increase its basic 
page rate from $875 to $1,050. This 
‘automatically raises the Hillman 
'Women’s Group guarantee from 
1,400,000 to 1,500,000, with an in- 
crease in rate from $2,065 to 
$2,200. 
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PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work we are 
regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
“SERVICE METHOD of opera- 
tion. Ad-Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


| A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


| 
\ 


They all 


Some read the Morning... 
Some read the Evening ... 


— 


The Sunday Fargo Forum 


joined the New York sales staff | 
of Sport. Mr. Helfrich was for- | 
merly eastern advertising man-'| 
ager of United States News, and | 
before that, from 1936 to 1942, 
with the Liberty sales staff. 


FARGO, NORTH DAKOTA 


(LPP 1 LLL 
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read 


June ABC avg. net paid 
Combined Daily 44,919 
Sunday 45,17) 


Members: Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


Representatives, 
Kelly-Smith Company. 


Affiliated with Radio Station 
WDAY. 
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New Fotosetter 
Promisesto Cut | 
Offset Costs | 


New York—Intertype Corpora- | 
tion has developed a new machine | 
which promises to make offset 
composing the original plate from | 
film instead of type. 

Business Week last week re- 
ported that the machine, called a 
Fotosetter, will emit film in a 
light-tight container, which is 
fhen developed and the metal 
plate for offset printing is ex- 
posed to it. 

This eliminates the previous 
steps of locking the slugs into 
a page form, running off trial 
proofs and photographing the best 
of the proofs for the negative. 


Using Two Machines | 


Only two of the machines are 
currently in operation, one at the 
Office of the Public Printer in 
Washington, the other in Inter- 
type’s plant in Brooklyn. The 
machine looks much like the com- 
pany’s line casting machine and 
has a similar keyboard, but it 
employs camera equipment in- 
stead of cutting metal slugs. 

The machine can set a whole 
page consecutively in _ justified 
column form, headlines and body 
type, italics and roman, and cor- 
rections to the negative can be 
made with special equipment. 

It is expected that the machine 
will be of particular use to pub- 
lications making only ae few 
changes between printings; no 
large amount of type need be 
kept standing between issues, only 
one negative of each page. 
Changes, corrections and remake- 
ups could be made by composing 
a line on the Fotosetter and in- 
serting it in the negative. 


IPI ANNOUNCES 
TRI-METAL PLATE 


NEw YorK—The research lab- 
oratory of International Printing 
Ink has announced a new tri- 
metal offset plate, composed of 
three layers of metal, which the 
company says permits long press 
runs without ordinary signs of 
wear, and which resists cracking. 

The patented IPI Tri-Metal 
plate uses chromium, copper and 
a base metal—the latter originally 
steel but made of zinc now be- 
cause of the steel shortage. On 
commercial runs the zinc-based 
plate has lithographed over 600,- 
000 maps, whereas previous plates 
usually wore out after 50,000 im- 
pressions, IPI declares. Similar 
tests showed its superiority for 
lithographing labels and folding 
boxes. The halftone areas are 
said to maintain ink-receptivity 
fully throughout the run. 


Philadelphia AMA Elects 


The Philadelphia chapter of the 
American Marketing Association 
has elected William F. Buehl, Mc- 
Graw-Hill Publishing Company, 
president, succeeding John R. 
Whitaker, American Stores Com- 
pany. Other officers are: Vice- 
presidents, Harold P. Alspaugh, 
RCA Victor, and Reavis Cox, Uni- 
versity of Pennsylvania; secretary, 
John D. Samter, Edward Stern & 
Co., and treasurer, Walter A. Fox, 
Fox & MacKenzie. 


Names Montgomery 


Richard G. Montgomery & As-. 
sociates, Portland, Ore.;—has—been 
appointed to handle promotion for | 
and the) 


Oregon Trotters, Inc., 
mid-summer harness-racing sea- 


son at Portland Meadows track, | 


using newspapers, posters and car 
cards. 


Names Waters Agency 


China Overseas, New York, has 


appointed Norman D. Waters &| 


Associates for national advertis- 
ing in women’s and business’ pub- 


lications on sterling table appoint- | 


ments. 


Marketers Elect 


Harold A. Harty, advertising 


manager of the Wolverine Tube 
division of Calumet & Hecla Con- 


solidated Copper Company, De- 
troit, has been elected president 
of the Industrial Marketers of De- 
troit. Other newly elected officers 


jare: W. F. Keeton, Gar Wood In- 


} . ; i |of readership studies now being. 
printing cheaper and simpler by | dustries, vice-president; T. J. Or~ | conducted by the South Bend) 


lando, Production Engineering & 
Management, secretary, and B. M. 
Tope, Machinery, treasurer. 


‘Mayfair’ Plans Drive 


Mayfair, ‘“‘The Magazine of In- 
fluential American Fashion,” pub- 
lished by Jack Winter, New York, 
will launch a national advertising 
campaign in newspapers in 22 
cities, beginning next month. First 
issue of the magazine appeared in 
August, 1944. 


‘Tribune’ Starts | 


ReadershipSurvey 


SoutH Benn, Inp.—The reader’s | 
preference for short news stories | 
|}and good human interest pictures | 


is demonstrated again in a series | 


| Tribune. 
_ The paper has completed two 
_studies and plans a series of 
|monthly surveys, with independ- 
ent interviewers contacting read- 
ers the day following issuance of 
the survey issue. Methods used 
are similar to those of the Adver- 
tising Research Foundation in its 
Continuing Studies of Newspaper 
Reading. 

In its initial surveys, the Trib- 


une found that nearly two-thirds 
of the 10 best read stories were 
less than a half column in length, 
and stories continued to another 


page lost one-half to three-fourths | 


of the readersaip. 


To Palm & Patterson 


|and Canton, O., 
|Palm & Patterson, Cleveland, to 
handle its advertising. A trade 
|publication campaign will be 
launched immediately for Coast 
peoo ag Hard-Facing welding 
| rods. 


Joins Angostura 

Irving P. MacPherson Jr., re- 
|cently publisher of Gift Preview, 
has joined Angostura - Wupper- 
/mann Corporation, New York, as 


Coast Metals, Inc., New York | 
has appointed | 


|sales manager. 
when he served as a major in the 
| AAF, Mr. MacPherson was sales 
promotion manager of Sales Man- 
agement. 


| 
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Before the war, 


The management man's \; 
preferred source of daily /§ 
business news in the nation’s 
greatest industrial area 

=the Central West. 


4 


{ 
{ 
Chicago Fournal 
of Commerce — 


ee ot 


| 


Ws 


where quality millions 
go to market 


Sales stories for nine of the ten leading nia 

:: ane _" watehadvertisers are in Esquire... 

ee 3S be, + Se are more watch advertising pages, i 
| leading all monthly magazines. you've 

time to sell six million readers,.... 
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Outlines AAW’s Aid 


‘uni ttle Juniors. 
to Junior Ad Groups the Seattle Juniors 


P v— three years, 
To the Editor; Thanks a million | 
for your lead editorial, ““Encour- | clubs, and every one of our AAW 


age the Juniors,” in the July 7 is-. clubs is carrying on junior activi- 
sue of ADVERTISING AGE! ties in some form or other. Some 

This unsolicited recognition of a of them have scholarships, some 
part of the Advertising Associa- have educational courses, 
tion of the West’s program to fur- | sponsor groups at schools and col- 
ther the development of juniors | leges, some have special meetings 


Los Angeles Junior Women, and 


exciting indeed to those of us who! where we have a junior club, a 
have pioneered in the reorganiza- senior advisory committee works | 
tion of our junior division since | in cooperation—aiding in arrang- | 
the war. As chairman of the | ing programs, acting as consult- | 
senior advisory committee for this ants and advisers. 

division, the past three years, I. 


This department is a reader’s forum. Letters are welcome. 


| who are in the profession have a 
Now, after 
we have 10 junior) 


real responsibility to share our 
knowledge with them, to encour- 


age them to further study. Ad-| 


_vertising has done a good job—it 


must always be ready to continue 


to do a better job—and we look to 


others | 


/schools and colleges, 
in the profession of advertising is | devoted to juniors. In every group | 


our juniors for the future! 
Also, there is so little offered in 
from the 


practical advertising knowledge 


_standpoint, that we. have all the 


more reason to share our knowl- 
edge and experiences with the 
‘juniors. That is part of our Ad- 


'vertising Association of the West 
We definitely are encouraging thinking in making the junior di- 


have seen these groups develop juniors, because we believe they | vision an important part of the 
again, from the position of being | are a mighty important part of | association. 


almost a war casualty, to one of | our profession—we want young, | 


vitality and progress. lalert, 


As a special request, is it pos- 


interested, well - trained | sible for me to have at least 100 


At the close of the war, only young people to develop into good | tear sheets, or reprints of the edi- 


two junior groups remained—The advertising men and women. 


We | torial page? 


I will be very happy 


| junior. 


...is a practical working guide... 


...an efficient master operations plan for 


sales executives. 


The San Francisco Examiner in presenting this book 
again demonstrates another facet of its leadership 


sales cooperation 


... this time in the field of marketing and 


**Sales Operating’ was prepared in anticipation 

of the inevitable return to a buyer’s market—and 
tailored to provide a pattern for the fullest 

possible exploitation of the abundant San Francisco 
and northern California market. 


Hearst Advertising Service men are now literally 


working day and night to accommodate every request 
for this book—the only study of its kind for 


northern California. 


THE SAN FRANCISCO EXAMINE 


FOR 60 YEARS NEWSPAPER NUMBER ONE 
IN NORTHERN CALIFORNIA 


to pay for them. . 


Advertising Age, July 28, 1947 


. and want!crude writings are for the strictly 


them to use in bulletining every|amateur rider who just doesn’t 
one of our clubs, both senior and | give a hoot in hell who the sire 


I am planning to do a resume | 
of junior participation and junior 
progress in bulletin form for our 
clubs, and your editorial comes at 
exactly the pertinent moment! 

Again—many thinks to you, and 
I shall look forward with eager- 
ness to receiving the reprints. 

CLAIRE DREW FORBES, 
Chairman, Senior Advisory 
Committee, of the Junior Di- 
vision, Advertising Associa- 
tion of the West, Santa Bar- 
bara, Cal. 


>, a 
‘Hucksters’ Preview 


Agrees with AA Review 
To the Editor: After seeing the 
preview of “The Hucksters” I 
really appreciated your scalding 
review in the July 7 issue. Every 
point was brought to the surface 
perfectly. 
Congratulations on agreeing 
with an ordinary citizen on at 
least one movie! 
JANICE ROWE, 

East Los Angeles, (Monte- 
bello) Cal. 

vey 
Says Ridin’ Bug Should 
Bite Ad-libber 

To the Editor: Saddle & Ride... 
in Ad-libbing sure gave me the 
urge to get the writer out here, 
hoist him aboard a cayuse and 
teach him a few of the rudiments 
of..riding. Ill assure you right 
here and now that he’ll go back 
to Chicago to re-write that con- 
tribution but quick. 

You see, there is a difference— 
a tremendous difference—between 
dude ranching and deckhanding 
on an ocean liner or dishwashing 
in a hotel. I know; I live here! 
There’s something about it that 
gets under the skin and _ stays 
there. 

Now this little tirade may sound 
like I work for some dude ranch 
and I sure want to disillusion you, 
as the Colorado job consists en- 


|and dam of his current mount is. 
Just so he has some fun. 


E. A. WITKE, 
Advertising Manager, Walter 


Brewing Company, Pueblo 
and Trinidad, Colo. 
[Editor’s Note: Listen, pard, 


you can’t say things like that 
about our Ad-libber. It happens 
he was brung up not many miles 
from where you’re making beer, 
and he ain’t no stranger to a 
cowboy saddle, pard!] 


9 
Advocates Taking the 
Hills in High 

To the Editor: There always 
were and always will be some 
advertisers who will garrot them- 
selves with their own  purse- 
strings. 

Since the days of Pyle’s Pear- 
line, such choking by purse-string 


[Business Building Bulletin No.8 | 


BED, 


: Pal 
sy 


My 


tA A 


do you take your foot 
OFF the accelerator? 


When a mountain of competition looms up, do 
you take your foot off of the accelerator (advertising) pedal? 
“That ain't the way ° take the hill.” 


Businesses which do Na may have to take to the bills, 
while competition takes off the brakes and grabs Off the grapes. 


$0 $8 


SOCIATES chdvertising KEYSER BUILDING 
Th. TELEPHONE SARATOGA 44se-eays 


——— LON 5 GOLNICK @ 
Cacvenr 


Orem: meat Phinney Marten Anatran Adearenng mreys, 


tightening has been known as 
“advertising suicide.” 

Anything we can do to reduce 
the mortality will assist the cause 
of advertising in general. 

Therefore, if you want to use or 
reproduce this bulletin, go ahead 
and do so. 

Leon S. GOLNICK, 

Leon S. Golnick & Associates, 

Baltimore. 


tirely of being the ad manager for 
two Colorado breweries. And we 
don’t sell any beer to these dude 
ranches either, so we haven’t got 
an ax to grind! 

Being the ad manager for two 
breweries that never had an ad- 
vertising department until I ar- 
rived is a man sized job that sure 
keeps you humping, so that what- 
ever riding I do now 
occasional—but even that is 
enough to give you the bug. 


Ke the papers free of all cost. 


Even used to furnish the mats 
\free but found that the project 
was getting out of hand and I 


couldn’t afford to any longer. 


Now they get one mat of the 


is darn | 


Just to show you how potent. 
the virus from that bug is, I even 
,conduct a horse column in some of, 
the Colorado newspapers. A horse | 
column that cannot possibly hope | 
to ever even pay for copyright- | 
ing costs seeing as how I feed it) 


. |. ¥ 
Says ‘Calks Down’ 
Shouldn't Be Counted 

To the Editor: The advertise- 
ment on Page 21 of your June 30 
issue illustrates a horseshoe con- 
test in which the calks on the 
shoes are up. 

Is it considered standard prac- 
tice to count only the shoes which 
lie with the calks down? It is 
my understanding that “calks up 
are no count.” 
H. K. Liepy, 

Advertising Manager, Electric 

Controller & Mfg. Company, 

Cleveland. 

[Editor’s Note: Although AA is 
reluctant to start another contro- 
versy, it is the consensus of the 
{editorial staff that calks up are 
oKay.] 


Salada Spots Sentences 


with a Difference 
To the Editor: We were ex- 


masthead and tag line and re-| tremely pleased to notice the fine 


prints from the pilot paper. 


|/news story headed “Bureau Tells 


But seriously now — you can/Salada’s History in Newspapers,”’ 


feel absolutely safe 


in recom-| which you so kindly ran on Page 


mending riding as an ideal form | 19 of the June 23 issue of ApDvER- 


of relaxation for any adman. He’ll | TISING AGE. 


|find that the horse just doesn’t | In reading this item, we were a 
give a damn about that deadline | little bit surprised to notice that 
‘and that he’ll demand every bit “The booklet reveals that Salada 
lof the rider’s attention until the! is the leading brand in New Eng- 
'ride is over. Then there’s that} land, an area accounting for well 
| healthy glow that you’ll never be | over half of the U. S. population 
able to get in any other way. A| and ‘more than two-thirds of the 
|glow that will send you back to | tea consumption.’ ” 
‘the office feeling that even those | If you were to take the trouble 
off-register color plates really | to reread the Ad-Fact folder, you 
aren’t a major catastrophe. /would find that it contained the 
When you take your first gan- | statement “, . . Salada has con- 
be at the column you may get | centrated its selling efforts, gen- 
impression that it’s being | erally, in the New England, Mid- 
burl in competition with a/| ‘dle Atlantic and North Central 
couple of dozen very excellent | states, and the District of Co- 
‘horse publications, but it isn’t. lumbia—an area, incidentally, 


Most of these slick paper deals which accounts for well over half 
/are for the chaps who talk know- of the nation’s population and 
more than two-thirds of the tea 


ingly of bloodlines, while my own 
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consumption.” 

We know you will agree that 
there is a considerable difference 
in the meaning of these two state- 
ments and we thought you would 
appreciate our calling this obvious 
discrepancy to your attention. 
Nevertheless, we want you to 
know that we appreciate the co- 
operative spirit which prompted 
you to publish this news item. 

J. W. Co.pitts, 

Advertising Manager, Salada 

Tea Company, Boston. 


> @ 

Joins the Calvert Line 

To the Editor: I suspect that 
you will soon be swamped with 
proofs and tearsheets from adver- 
tisers and agencies who have 
“adapted” the Calvert idea in 
some manner. 

Here’s my little contribution— 
one of three such 28-line adver- 


S. M. WALTERS* 


WOULDN'T BE WITHOUT 
U. S. STOCK FOOD TONIC 


Hundreds of other hog raisers feel 
the same way .. . because 

STOCK FOOD TONIC is a mineral 
feed as well as a digestive tonic 
and worm preventive. 42 years a 
leader. Send name on penny postal 
for FREE booklet O-5 to United 
States Food Co., Cambridge, Ohio. 


*of R-3, Scio, Ohio: ‘Think U. S. Stock Food 


Tonic is wonderful. Wouldn’t try to feed 
hogs without it.’’ 


tisements which appeared in the 
May 17 issue of The Chio Farmer | 
for our client, United States Food | 
Company, Cambridge, O. | 
Now I will gracefully step aside 
and let that mob behind me get. 
up to the wire. | 
Haroutp. E. FLINT, | 

Barney Lavin, Inc., Advertis- 
ing Agency, Fargo, N. D. 
[Editor’s Note: Graceful Mr. 
Flint follows Irving Davis, whose 
contribution appeared in this de-.| 
partment June 30.] | 


No Co-op "Advertising 


for Sparton Dealers | 


To the Editor: In connection | 
with the Sparton story in your | 
July 14 issue, I should like to 
make the following points clear: 

The Sparks-Withington Com- 
pany does not have a cooperative 
local’ advertising plan for dealers 
and does not plan to have one. 

In fact, under the terms of their 
SCMP franchise, all Sparton ex- 
clusive dealers agree to run and 


to pay for a definite amount of |, 


local advertising, based on a per- 
centage of sales. 

The two page ads that ran dur- 
ing the furniture show, listing 
dealers in the Chicago trading 
area, were paid for 100% by the 
factory but all local tie-in ads 


Voit Rubber Plans 
Initial Ad Drive 


Los ANGELES — The W. J. Voit 
Rubber Corporation has com- 
pleted plans for its initial con- 
sumer advertising campaign to 
stimulate brand - consciousness of 
its athletic equipment line. 

Beginning with the Sept. 22 is- 
sue of Time, half-page ads will 
appear in The American Weekly, 
Collier’s, Life, Look, Newsweek, 
Parents’ Magazine, The Saturday 
Evening Post and This Week 
Magazine. 

Copy will stress durability and 
official performance of the Voit 
basketball, football, softball, vol- 
leyball and tennis ball. Emphasis 
will be placed on the Voit con- 


struction technique, which con- 
sists of molding rubber-impreg- 
nated fabric over an_ inflated 
bladder, by hand. 

Hixson - O’Donnell Advertising 
Agency handles the account. 


Changes Brand Name 


Paper Container Mfg. Company, 
Chicago, has adopted the brand 
name Solo for its line of paper 
water, soda and souffle cups, sun- 
dae dishes and accessories, re- 
placing the former trade name PC. 
The initials temporarily will be 
carried in the background of the 
new name. 


Appoints Brisacher 


Mission Inn, Riverside, Cal., has 
named Brisacher, Van Norden & 
Staff to direct its advertising. Copy 


will identify the hostelry as a 
“treasure house of historic romance 
and hospitality.” Outdoor, news- 
papers, radio and magazines will 
be used first in southern California 
and later in eastern campaigns. 


Opens Dealer Lounge 


J. A. Walsh & Co., Houston dis- 
tributors of Deepfreeze home 
freezers, has opened a lounge with 
a club atmosphere for its dealers 
and their friends. The lounge is 
designed to afford out of town 
dealers a quiet, air-conditioned 
atmosphere for luncheon or after- 
noon relaxation. 
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GIBBONS 
J. 


TORONTO «+ MONTREAL + WINNIPEG + REGINA 


KNOWS 
J. GIBBONS LTD. avvertisine “ 


HEAD OFFICES 200 BAY STREET TORONTO 
+ CALGARY «¢ EDMONTON + VANCOUVER 


CANADA 


were paid for by dealers. 

The Chicago advertisements 
were run as a test of coordinated 
advertising and selling effort on 
a trade-in deal in what is gener- 
ally considered the ‘off season” 
in radio. 


The test was successful far be-| 


yond expectations. 

While the trade-in was made 
possible within the price structure 
established by the factory, the ac- 
tual trade-in was advertised over 
dealer names. 

The factory price of $229.95 was 
advertised in Life and The Satur- 
day Evening Post. 

C. C. WILMoT, 

Brooke, Smith, French & Dor- 

rance, Inc., Detroit 


Getting More Personal—_ 


TO THE EDITOR: JOE RUSSAKOFF 
(FORMERLY OF SKOWHEGAN) DOES 
RATE WELL WITH ME, CONTRARY TO 
YOUR CAPTION UNDERNEATH OUR 
PICTURE. 
BEST CUSTOMERS. 

BILL POWELL, 

CHIEF POLICE, SKOWHEGAN, ME. 

[Editor’s Note: AA’s July 14 
issue showed New York agency- 
man Russakoff apparently being 
dragged 
Police Chief Powell.] 


IN FACT HE’S ONE OF OUR 


ET 


| monthly deadlines—it breaks fast! And that's how it must be reported 


| 
! 
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home furnishings 


Business news in the home furnishings industries doesn’t wait for 


if the country’s retailers are to get full value of it. That’s why RETAIL- 
ING is published twice-weekly—four to nine times as often as other 


national home furnishings business publications. 


Handling 8 and 9 issues a month is no cinch—but it more than pays 
off in stepped-up reader-attention and reader-interest. Ask RETAILING’s 


advertisers . . 


into the local jail by 


. they know! 


RETAILING Home Furnishings e 8 East 13th Street, New York 3 


— — ¥ a 


a ee — 
Pt att NADIE OE DE GLE ig il Bh: OL 


REEL: AsMe eneaead Oe oe, a ae 
Pe te, BE Me OG REE Bie” 


is nol in frequency ! 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 


e@ Furniture and Bedding 
© Curtains and Draperies 
@ Decorative Accessories 


e@ Floor Coverings 


@ China and Glassware 
e Lamps and Lighting 


@ Housewares 
@ Major Appliances 


— " ~ _ — — 


© Radio and Television 


HAVE YOU RECEIVED YOUR FREE COPY of “Your Current Business ag a 
Paper Advertising”? This helpful booklet contains specimen ads of 15 result- * - 
ful copy themes being used by today’s successful business paper advertisers. - = 
Your copy is ready ... simply drop us a note. | ° Pr <a 
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Gallagher to Dee 


James T. Gallagher, formerly 
copy chief of Benjamin Eshleman 
Company, Philadelphia, has joined 
Dee Company, Inc., a new agency 
in the Drexel building, Philadel- 
phia, as vice-president. 


Hh yy 
Mt 
“Come now, Mr. Bosley, WFDF Flint 


and the agency feel you must like the 
aroma, or taste, or something.” 


Connecticut Banks 
Start PR Drive 


New Haven — The Connecticut 
Bankers Association has started 
a statewide public relations pro- 
gram to acquaint the public with 
availability of various bank serv- 
ices. 

Dudley L. Parsons Company, 
New Haven and New York, has 
been appointed public relations 
counsel. It is believed to be the 
first time a state banking group 
has employed outside counsel to 
aid in such a campaign. 

The program will stress the 
part that banks play in the com- 
munity as well as inform the 
public that the banks handle 
various types of business. 


JWT Appoints Two 

J. Walter Thompson Company 
has appointed Mark Napier vice- 
president and general manager, 
and Robert M. Campbell vice- 
president and assistant general 
manager of the Toronto office. 


Zenith Radio Corporation. 


Wine Week Set 
for Oct. 11-18 


The Wine Institute, San Fran-_ 
cisco, has designated Oct. 11-18 | 
as National Wine Week. 

Displays in department stores, | 
menu suggestions in hotels and 
restaurants, display cards, Wine) 
Week banners, layouts, mats, 
sample direct mail letters, adver- 
tising in over 200 daily news- 
papers, magazines and radio spots 
have been planned by the institute 
to tie in with special winery and 
wholesaler merchandising for the 
program. 


Zenith Promotes Boyne | 


William W. Boyne, district sales | 
manager, has been named general 
manager of Zenith Radio Dis- 
tributing Corporation, Chicago, 
wholly-owned sales subsidiary of 


KALE Appoints Hoyt 
Isabel Hoyt, formerly in the 
Portland, Ore., office of McCann- 
Erickson, has been appointed as- 
sistant to Willis Ross, program di- 
rector of Station KALE, Portland. 


ILLUSTRAVOX two-woy presentation delivers 
your fraining message the ONE BEST WAY 


ORTABLE, inexpensive Illustravox sound slidefilm 

training assures maximum two-way effectiveness at 
minimum expense. Trainees learn faster and remember 
longer than under former training methods, and make 
more valuable, more efficient employees. 


@ @ I|lustravox uses attention-arresting pictures and 


spoken words to command interest. Your training story 


is seen and heard...never varies, never is misinterpreted. 
Whether presented in the home office or in the field, it 
always carries the authoritative voice of headquarters. 


@ @ @ Field-proven in peacetime and war, IIlustravox 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


MAKERS OF 


comprises over 80% of all sound slidefilm equipment now 
in use. In all types of sales, service and other industrial 
training, business leaders agree, I//ustravox two-way train- 
ing is the one best way. Place your order with your Illustravox 
dealer today or write The Magnavox Company, Illus- 
travox Division, Dept. AA-7, Fort Wayne 4, Indiana. 


See ‘The Illustrated Voice.’ Outstanding commercial film 
of the year, it shows how Ilustravox can best be applied to your 
training and selling needs. Ask your Illustravox dealer or film 
broducer for a showing today! 


* * * 


Your story is HEARD 


/ 


Som 


2 | Rs oe 
Your story is SEEN 
DIVISION OF THE Magnavox COMPANY - FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


| 
| 
| 
| 


The University of Pennsylvania gave its first Master of Science 
degree in radio education to Mrs. Ruth Weir Miller, educational 
director of Station WCAU, Philadelphia, at the university’s com- 
merncement ceremonies. . . Gene Griffin, v.p. in charge of plans 
and merchandising of the Gravenson Company, New York, has been 
appointed an instructor in advanced copywriting and ad planning 
at Long Island University. . . 

Francis S. Murphy, publisher of the Hartford Times, has been 
reelected v.p. of development of the Hartford Chamber of Com- 
merce. . . Lyon-Raymond Corp., Greene, N. Y., celebrated with 
open house June 28 for local residents, stockholders, employes and 
others to observe a three-way anniversary. It marked 25 years of 
George C. Raymond’s presidency; 60 years of incorporation and 107 
years’ manufacturing record... 

Henry Doorly, publisher of the Omaha World-Herald, B. H. 
Cowdery, assistant publisher, and other execs and employes wit- 
nessed the laying of the cornerstone of the newspaper’s new build- 
ing a couple of weeks ago. The stone was put in place by one of 
the publisher’s granddaughters, Gail Young... 

Les Johnson, gen’] mgr. of WHBF, Rock Island, IIl., is back at 
work after three 
weeks’ vacation at 
his summer home, 
Red Indian Lodge, 


Sioux Narrows, 
Ont. . . Arthur G. 
Lomax, partner of 


Strang & Prosser, 
Seattle, has been 
elected commander 
of American Legion 
Post No. 1, and will 
take office in Sep- 
tember. . . Account 
exec Allen G. Mil- 
ler, of Stevens, Inc., 
Grand Rapids, has 
been elected a dis- 
trict governor of 
Rotary  Interna- 
tional. . . 
Tommy Owen, 
asst. news ed. of 
WMFJ, Daytona 
Beach, has been 
elected chaiman pro 
tem of the city’s 


SENIOR AND JUNIOR—The 
Donalds, father and son, had their pictures taken 
during a weekend of muskie fishing in Big Lake, 


Arthur R. Mac- 


, vale Wis. The elder MacDonald heads the Chicago 
2cviy office of the MacDonald-Cook agency, and his 
aon” A Men’s son has a railroad job in Denver. 

ae 


The advent of Mark Brian Heyda, born to Mr. and Mrs. Robert C. 
Heyda at Evanston hospital July 7, was announced in true p. r. 
fashion. Bob, who’s with the Jos. W. Hicks Organization, Chicago, 
dashed out to the hospital, found Mrs. Heyda and the eight-pound 
youngster doing very well, and hustled back to the office with 
enough data to get a two-page release into the mail the same day... 

Marshall Field IV, son of the editor and publisher of the Chicago 
Sun, made his initial appearance as a speaker at a luncheon the 
Sun gave for its advertisers July 15, when he reported on his obser- 
vations of the English situation after a month in Great Britain. He 
was introduced as “Marshall” by his father, who gave a quick re- 
view of his own recently-completed 13-day airplane trip around 
the world. . . 

An extra hitch was given to an advertiser-agency knot July 19, 
when Dorothy Anne Cleary, daughter of James M. Cleary (Roche, 
Williams & Cleary, Chicago) was married to Lathrop G. Hoffman, 
son of Paul G. Hoffman, pres. of Studebaker Corp., South Bend. 
The Cleary and Hoffman families are summer neighbors in Michi- 
gan, and the bride and groom have known each other since child- 
hood. . . 

Movie Actress Gail Patrick and Cornwell Jackson were married 
July 25. He’s v.p. and Hollywood manager of J. Walter Thompson 
Co... Samuel R. Penfield, Chicago mgr. of Curtis Publishing Co., 
and Mrs. Penfield gave a garden party a week ago at their suburban 
Glencoe home to announce the engagement. of their daughter 
Dorenda to Harold T. M. Millikin. . . 

Frank McGregor Smith, a Benton & Bowles v.p., has purchased 
one of the oldest houses in the Scarsdale section of Westchester 
County, N. Y.—a farmhouse built before 1790. . . While visiting 
his parents in Gainesville, Ga., John H. Hosch Jr., a J. Walter 
Thompson v.p., will appear at the University of Georgia Henry W. 
Grady School of Journalism on Aug. 7 as a special summer quarter 
lecturer. Mr. Hosch is an alumnus of the school. . . 

Clarence L. Menser, NBC v.p., has accepted a place on the na- 

tional advisory board of Veterans Hospital Programs, a compara- 
tively new, non-profit organization which takes high-caliber radio 
entertainment to veterans and hospitals and distributes free bedside 
radios to the men. Other radio execs on the board are Howard S. 
Meighan, CBS v.p., and Fred Thrower, ABC Va: . 
Rosalind H. Morrison, librarian at Doherty, Clifford & Shenfield, 
is sporting a lapel watch, as a “token of appreciation” from fellow 
advertising librarians who felt “that the success of the national 
advertising group meetings at the Special Libraries Association 
convention in Chicago in June was due almost entirely to [her] 
well-thought-out plans, untiring effort and charm.” . . 

Don Digman, art dir. of Hill Blackett & Co., and Hal Hoopes, art 
director and magazine illustrator, are the stars of a two-man show 
at Chicago’s Little Gallery. .. Tom C. Gooch, once a police reporter 
and now pres. of the Dallas Times-Herald, inaugurated the news- 
paper’s new mobile radio-telephone equipment with a call to Gov. 
Beauford Jester at the capitol in Austin. . . 

Sidney R. Bernstein, editor of ADVERTISING AGE, was recently 
presented with a Hamilton 18-jewel watch by G. D. Crain Jr., pub- 
lisher, in appreciation of 25 years’ services. He started with the 
enterprise in July 1922... 
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California Fig 
Institute Plans 
$100,000 Drive 


Los ANGELES —California Fig 
Institute has revealed it will 
launch a_ $100,000-or-more six- 
month campaign, beginning in Oc- 
tober, to push sales of California 
dried figs. 

The expenditure will be in radio 
chiefly, Paul L. Johnson, director 
of the institute, declared. Par- 
ticipation shows will be used 
which feature well-known per- 
sonalities in home _ economics. 
Major network stations have been 
tentatively selected in the follow- 
ing cities: Boston, Hartford, 
Providence, New York, Phila- 
delphia, Pittsburgh, Buffalo, De- 
troit,, Cleveland, Milwaukee, Chi- 
cago, Minneapolis, Los Angeles, 
and Portland, Bangor and Au- 
gusta, Me. 

Emphasis will be placed on the 
high picking and packing stand- | 
ards of California growers and) 
packers, and on the many ways, 
of preparing nutritious figs. | 

The campaign will include | 
newspaper advertisements in some | 
cities, dealer service work in lead- 
ing markets and an intensive pro- 
gram directed at school domestic 
science classes. 

Howard Wetzel, with the insti- 
tute before joining the Army Air 
Corps in 1942, has been appointed | 
sales promotion manager, with | 
offices in New York. 

Elwood J. Robinson Advertising 
Agency here handles the account. 


Maps Hair Curler Drive 
H. Goodman & Sons, New York, 


Eureka Boosts Noble 


Eureka Williams Corporation, 
Detroit, has promoted Frank W. 
Noble from sales promotion man- 
ager to assistant to the executive 
vice-president and manager of the 
Eureka vacuum cleaner division. 
He will supervise the division’s 
advertising, merchandising and 
sales promotion activities. Richard 
S. Holtzman will replace Mr. 
Noble as sales promotion man- 
ager. 


Tennant Names Billings 


G. H. Tennant Company, Min- 
neapolis, manufacturer of floor 
maintenance equipment, has 
named George D. Billings, for- 
merly copy chief of Harold C. 
Walker, Advertising, Minneapolis, 
as advertising manager. 


Elects Hardenbergh 


Public Works Magazine, New 
York, has elected Colonel W. A. 
Hardenbergh, editor, as president. 
He will alse continue as editor. 
Croxton Morris, business manager 
and treasurer, has been appointed 
vice-president. 


Despite Wakeman, 
Agency Business 
Is College Target 


Cuicaco—Well, dat ol’ agency 
magic still got ’em in its spell. 

Wakeman and Gable to the con- 
trary, a recent poll of Alpha Delta 
Sigma conventioneers. discloses 
that 54% of the college students 
who attended the advertising fra- 
ternity’s meeting want to go into 
agency work. 

Lagging far behind the agencies 
were advertisers (28.5%) and me- 
dia (17.5%) as desired prospec- 
tive employers. 


Quick-Way to Kimball 
Quick-Way Household Products, 
maker of Quick-Way wall cleaner, 
has appointed Abbott Kimball 
Company, Los Angeles, to handle 
advertising and merchandising. 
Newspaper, magazine and radio 
promotion is being planned, with 
a contest to be conducted through 


grocery and hardware outlets. 


STATUETTES 


Trade-marks of human figures seem to come to life 
when K-C-S realistically reproduces them in molded 
plastic statuettes such as these attractive figurines for 
Miller High Life Beer and Enro Shirts. Available in 
various sizes and finishes — natural full colors if de- 
sired. Ideal forcounter, window or back bar displays. 


Cc 


K-C-S also offers a complete line of out- 
standing dealer and point-of-sale displays 
in thermoplastic, wood and molded plastic 
—all created and produced under one roof. 
Your inquiry is invited. 


—-KIRBY-COGESHALE-STEINAU CO. 


JACKSON at EAST CLYBOURN- MILWAUKEE 2, WIS. 


through Alfred J. Silberstein-Bert 
Goldsmith, Inc., New York, will | 
launch its first advertising pro-| 
gram next month for Goody curl-| 
ers. One-third page insertions in 
12 screen, romance and teen-age 
magazines will feature a special | 
hair styling booklet designed to) 
compliment seven basic face. 
shapes. 


Connell Joins Putman 


James W. Connell, formerly 
with Dresser Industries, has joined 
Putman Publishing Company, 
Chicago, publisher of Chemical 
Processing Preview and _ Food 
Processing Preview. He will sell 
advertising in the Cleveland area. 


Names Dougan & Bolle 


Forecast for Home. Economists, 
New York, has appointed Dougan 
& Bolle, Chicago, as its midwest 
representative. 


IT IS THE INGREDIENTS 


THAT COUNT !! 


Advertising is like cooking. 


— YOU GET OUT ONLY WHAT YOU 
PUT IN. Tell your story quickly and sim- 
ly with eye-catching photos that radiate 
uman interest. A photo registers on the 
human mind faster and longer than printed 
matter does. 


— REMEMBER, YOU MUST CATCH THEIR 
EYE BEFORE YOU CAN MAKE THEM BUY 
— One hundred timely advertising photos 
available monthly to choose from—low-cost 
subscription plan—suit any type of business 


—any situation. E.C. photos are used by 
national advertisers. 


Write on your letterhead for free sample 
Proof Book. No obligations. 


EYE* CATCHERS, Ine. wow‘ von ter wey: 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


*Sales Management's 1946 
Copyrighted Survey 


McCLATCHY NEWSPAPERS’ 


CONSUMER ANALYSIS 
of California's 
Central Valley Market 


Ready now—a thorough-going 
analysis of buying habits, brand 
preferences, ownership and 
dealer distribution in three of 
California’s principal Valley 
cities. Ask O’Mara & Ormsbee 
for your copy, or write the 
|\. McClatchy Newspapers, Sacra- 
«4\mento 4, California. 


Call your shots in California’s big inland market. 
Put the three McClatchy newspapers on your sched- 
ule. These papers reach far more people in the 
Billion Dollar Valley than any competitive com- 
bination, local or West Coast. 

The Sacramento Bee, for example, is home deliv- 
ered to 9 out of every 10 families in the ABC city 
zone...and to half the families in the rich, 19- 
county Sacramento market. The Modesto Bee and 
The Fresno Bee are read by 8 out of every 10 
families in their respective ABC city zones. 

Bear in mind, too, that the typical reader of these 
McClatchy newspapers spends 37% more on retail 
purchases than the U.S. per capita average. And that 
his food purchases run 30% higher.* No wonder 


MCCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE, INC. | 
NEW YORK - LOS ANGELES - 


DETROIT - CHICAGO - 


SAN FRANCISCO 


so many advertisers say Valley people really respond. 


Yo a THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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Fortune announces 


THE EXECUTIVE FORECAST 


Since business began, businessmen have sought the 
views of other businessmen on what is ahead. So have 
journalists, economists, professional “‘business forecasters,’ 
and the general public. That is not because business 
executives are endowed with a special gift of prophecy, 
but because it is the businessman’s job to make judgments 
on what markets, prices, costs will be like in the future, 
and because he is in a strategic position to do it. And 
what businessmen expect, through its effect on business 


plans, inventories, and investment has itself a bearing 


on what business will be like. The businessman makes 
forecasts and his forecasts, in turn, make business. 

With the publication of its first ‘“Executive Forecast’ 
in the August issue, FORTUNE lifts the search for the 
businessman's view of the future out of the half-world of 
conjecture, isolated statements of individuals, New Year's 
day interviews, and subjective references to what “they” 
are saying in “financial circles,” in the “hard goods field,” 
in “‘Worth Street,” or in “informed quarters.” 


Here are the specifications of the Executive Forecast: 


1 It is based on returns from more than 30,000 carefully designed ballots mailed to 


members of FORTUNE ’s seven-year-old Forum of Executive Opinion. 


2 It covers completely the views of responsible business management. The sample, 


by statistical standards, is Senerously large. Careful checking of the participant’s 


title and corporate affiliation, insures complete coverage of responsible manage- 


ment. All sections of the U. S. are fully represented. 


3 The major categories of business— manufacturing, transport, finance, commerce 


—are polled in sufficient numbers to make possible accurate comparison of the 


views of businessmen in different lines. 


4 Forecasts are tied to expected movements of such standard business indicators 


as The Federal Reserve Index of Industrial Production, the cost-of-living index 


of the Bureau of Labor Statistics, and the official estimates of unemployment. 


Hence there is a minimum of reliance on such general phrases as ‘‘ business- 


outlook’’ while such other terms as ‘‘ moderately up’’ and ‘‘sharply down’’ are 


Siven definite quantitative value. 


5 Executives report not only their expectation for business as a whole but also the 


outlook for their own firms. The latter are the working forecasts on which the 


executive is basing his own business planning. 


6 An assurance of complete anonymity enables businessmen to report with free- 


dom and candor not only on the general outlook but on their own business plans 


and prospects. 


Fortune believes that the Executive Forecast will prove one of the most valuable 
business services of the decade —a comprehensive and authentic report on what 
businessmen in every important sector of the economy are actually expecting. 


Volume 1, Number 1, of the Executive Forecast appears in the August issue. 


—Fortune— 


By subscription at $10.00 a year 
FORTUNE, 350 Fifth Avenue 
New York 1, New York 
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THE WEEK 
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RIVALRY—With this page in the July 27 Life, the American Petroleum 

Institute began the advertising section of its drive to improve public under- 

standing of the oil industry. Sullivan, Stauffer, Colwell & Bayles, New York, 
is the agency. 


COPY RESEARCHERS—David E. Robinson, vice-president of LaRoche & Ellis 

(left) seems temporarily to have the floor just prior to a recent meeting of the 

Copy Research Council. Others (I. to r.) are Mark Wiseman, instructor in 

advertising copy; S. H. Giellerup, partner in Marschalk & Pratt; William E. 

Berchtold, vice-president and plans board chairman, Foote, Cone & Belding; 

Arthur Hurd, media research director, J. Walter Thompson Co., and Carl H. 
Henrickson Jr., research director, J. M. Mathes, Inc. 


‘ELECTROPSYCHOGRAPHY'—Walter P. Wesley (second from left) reported 
findings of the “electropsychograph” in measuring reactions to copy appeals 
before the Copy Research Council in New York. He is president of Gilliland, 
Ranseen, Wesley & Ragan, Chicago. Richard G. Holbrook of Batten, Barton, 
Durstine & Osborn, New York (second from right) showed his new Rotary Set 
for Viewing Posters. Others (I. to r.) are C. A. Pooler, Benton & Bowles; Mills 
Shepard, McCall Corp., and John Caples, vice-president of BBDO. 


NEW LABEL—The fall campaign of 
Fox Head Brewing Co., Waukesha, 
Wis., will feature the company's new 
trademark and label, and add key me- 
dia in several new areas scheduled for 
distribution. Reincke, Meyer & Finn, 
Chicago, is the agency. 


TIME DISPLAY—U. S. Time Corp., 
New York, is readying several thou- 
sand of these new display cases for 
Waterbury and Kelton watches and 
clocks. The case, designed by Ornas 
& La Barre, Detroit, has a Plexiglas 
hood with an — white wood 
ase. 


COMING ATTRACTION —This  full- 
color page on the virtues of the top- 
selling Dormeyer mixer, to appear in 
the Sept. 13 Saturday Evening Post, is 
one in the new campaign just an- 
nounced by Dormeyer Corp., Chicago 
(AA, July 21). John W. Shaw, Inc., 
is the agency. 


TWIN DISPLAY—The twins featured in 

magazine and newspaper ads for Toni 

home permanent wave kits made by 

Toni, Inc., St. Paul, are appearing in 

this new counter display released to 

drug and department stores coast to 
coast, 


CAMPAIGN FEATURES TREND GIRL—Fritz Willis (right), creator of the 
Trend Girl, holds a layout for a color ad, part of a campaign to appear in 
newspapers, outdoor and Sunday color for Trend, new synthetic detergent made 
by Purex Corp., South Gate, Cal. At left is William Neal, general sales 
manager of the company. Foote, Cone & Belding is the agency. 
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OLD TIMER GAINS NEW ACCEPTANCE—Sparkletts Drinking Water Co., 
Los Angeles, is soon to extend franchise deals for Sparkeeta, an old drink 
now gaining wider acceptance. This is the product's current 24-sheet poster, 
appearing in the South and California. Davis & Co., Los Angeles, is the agency. 


LET'S SET THE TABLE (utcloors ! 


With Imperial Cape Cod hand-crafted crystal. A superb design, as cheerful in 
the role of country cousin a6 it is lovely in the company of fine silver and linen. 
So inexpensive you'll want to use it every day. Open stock at better stores 
everywhere: Hand-cratted by the makers of genuine Candlewick crystal 
at Imperial Glass Corporahon, Bellaire, Ohic 


FALL CAMPAIGN—This page ad, scheduled for the September issue of House 

& Garden, is one of a series which will appear in six national home magazines, 

featuring Imperial Cape Cod and Imperial Candlewick crystal, made by Imperial 

Glass Corp., Bellaire, O. Gutman —— Co., Wheeling, W. Va., prepared 
e ads. 
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Air Express Up 20% 


Domestic air express shipments, 
handled through New York’s La 
Guardia field, were up 20% for 
the first half of 1947, over the first | 
half of 1946. June volume in- 
creased 37.3% over that of June, 
1946, while gross revenue for the 
month rose 45.3% over last year. 


D’‘Armand to Jones 


Jacques D’Armand, formerly 
United Press southwest division 
manager at Dallas, has joined the 
E. Paul Jones Agency, Dallas pub- 
lic relations firm, as head of a 
new Latin American relations de- 
partment. 


Franke Joins McCarty 


Gene Franke has resigned as ac- 
count executive of Fuller & Smith 
& Ross, New York, to join The 
McCarty Company, Los Angeles, 
in the same capacity. Before join- | 
ing F&S&R two years ago, he was | 
sales promotion manager and as- | 
sistant sales manager of the port-| 
able typewriter division of Under- 
wood Corporation. 


ADVERTISING 
SPACE 
SALESMAN 


for substantial group of busi- 
ness papers. Must be aggres- 
sive and have good knowledge 
of media. Headquarters Chi- 
cago. 50%, traveling. Substan- 
tial salary plus commissions. 
Expenses paid. In letter of 
application outline experience 
and give references. 


Box 6777, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SOME AD MAN 
WILL BUY THIS FARM! 


50 ac. good land, 1 ac. wooded, bal- 
ance under cultivation, 140 miles from 
Chicago on paved road, center of 
lake region, away from resorters. 
5 rm. house, bath, modern con- 
veniences. New 40x44 steel-roof barn, 
chicken coop, corn crib, etc. Fruit 
trees, 3 acres strawberries. Good 
neighbors, 1 mile out of small town. 


$8000. 


Box 6775, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (aiasiaum two lines) 


25 letters and spaces pér line; light body face 34 per line. Box ‘numbers add two lines. 
Thursday noon, 11 days preceding publication date. Di 


per column inch. Regular card discounts on multiple 


HELP WANTED 


Display classified advertisements take card rate of $9 


deadline 


insertions and space over $ inches apply on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
WANTED — Calif. dairy publication 
estab. 15 years offers opportunity 


for man or woman. News writing, 
editing, layout & proofreading. 
Write, R. C. Corley, 1311 West 48th 


Street, Los Angeles. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


Leading Detroit studio has openings 
for a first class figure illustrator; 
also a top layout man. A real oppor- 
tunity to join a progressive organi- 
zation. 

Box 9060, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


APPLIANCE ADVERTISING 

MANAGER NEEDS HELP 
We are seeking a young copywriter 
with a sound knowledge of adver- 
tising and merchandising funda- 
mentals and some experience in 
their application. He should be able 
to contribute basic promotional 
ideas. He will be expected to de- 
velop point-of-sale materials and 
write folders, broadsides and other 
promotional pieces. It will be help- 
ful if he knows a little about appli- 
ance and automotive merchandising. 


He must be eager to take over de- 
tail from a busy Advertising and 
Sales Promotion Manager of a lead- 
ing appliance manufacturer in a 
medium-size city a few hours from 
New York. Tell us your age and 
income requirements. The rest of 
the letter is up to you. 

Box 9061, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

EXTRA INCOME 

Is there anyone in Chicago area in- 
terested in earning extra money by 
handling mail order advertising for 
out-of-town firm? Prefer woman 
now employed who can devote up to 
10 hrs. weekly to our layouts, copy, 
ete. For further information write 
outlining qualifications to 

Box 9040, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


SALES MANAGER for firm engaged 
in production of all types of perma- 
nent advertising displays for count- 
ers, showrooms, etce., and specializ- 
ing in motion displays. Plant lo- 
cated in middle west. We need man 
experienced in display field, capable 
of organizing complete national 
sales program. Unlimited opportu- 
nity for substantial earnings. Good 
starting salary. Please state full 
qualifications in letter. Write to: 
Box 9053, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AGENCY ACCOUNT EXECUTIVE 
If your opportunities look small in 
your present connection ... if you 
wanta spot in an organization that’s 
modest, but growing and progres- 
sive ... let us hear about it! Our 
agency is sound, fully recognized 
and staffed with pleasant people. 
Our present accounts are national 
and top-class ... our Chicago loca- 
tion is excellent. Give us some de- 
tails; your reply will be held in 
complete confidence. 
Box 9055, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING EXECUTIVE 
This is a key position in the adver- 
tising-sales program of a nationally 
known manufacturer of packaging 
for the food industries. The man we 
want is 28-to 38 years old. He has 
had experience in preparing adver- 
tising and merchandising for con- 
sumer products—preferably food or 
grocery items. He is capable of di- 
recting both industrial and consumer 
advertising and merchandising plans. 
He will enjoy living in a small but 
cosmopolitan community in Wiscon- 
sin’s attractive Fox River Valley 
and working with a growing, going- 
somewhere company. The Salary is 
open. Write Placement Manager, 
Marathon Corporation, Mtnasha, 
Wisconsin. 

ADVERTISING SALESMAN: Well es- 
tablished automotive trade paper 
i expanding editorial and 


which is 
circulation. Car required for long 
distance traveling. Position leads 
to full charge advertising. Some re- 
lated experience required. 

Box 9056, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y¥ 
Manufacturer’s Representative 
in all territories, with point-of-sale 
display experience, to represent na- 
tional organization specializing in 
motion displays. Outstanding crea- 
tive and design department. Com- 
plete manufacturing facilities. Lib- 
eral commissions and complete co- 
operation from plant. Please give 

complete details in letter. 
CLARVAN MOTION DISPLAY CO. 
712 W. Michigan St., Milwaukee, Wis. 


POSITIONS WANTED 


TIRED COPYWRITER who has 
been pounding it out solidly for 
14 years will trade typewriter for 
blue pencil. Will inspire your 
cubs and ‘“‘comers” to do the work 
he doesn’t want to do. Will dream 
up ideas and plan strategy. Will 


Farnsworth and 
Zenith Duel Over 
'Juke-Box' Video 


‘Impractical,' Says 
Nicholas; Zenith 
Scoffs at Forebodings 


Cuicaco—Heated disagreement 
over “pay-as-you-go” video last 
week threatened to shatter the 
comparative calm of postwar radio 
marketing. 

Principals are Zenith Radio 
Corporation, which recently an- 
nounced its new phone vision 
(AA, July 7) for carrying tele- 
casts over telephone wires to video 
set owners, on a fee basis, and 
Farnsworth Television & Radio 
Corporation, Fort Wayne, Ind. 

Following announcement of the 
proposed service by Zenith’s presi- 
dent, E. F. McDonald Jr., in the 
July 12 Collier’s, E. A. Nicholas, 
president of Farnsworth, charged 
that advocates of “‘juke-box”’ tele- 
vision are the “chronic doubters 
who have constantly sought to 
talk down television progress.” 

Speaking before a national con- 
vention of Farnsworth distribu- 
tors, Mr. Nicholas branded sug- 
gestions that set owners pay for 
part of their video entertainment 


even write an ad occasionally— 
but not too often. Now with one 
of top five agencies (in billing). 


ter! 

Box 9051, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
A TYPICAL AD 
TYPOGRAPHICALLY 
29, college, ambitious, creative, 5 
years exp. layout, typography, print- 
ing, engraving—productive. 

Box 9052, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED 

Position as Assistant to President of 
medium size business in Chicago. 
Will assume full responsibility for 
Advertising and Sales — but — must 
have opportunity to assist in deci- 
sions of policy affecting all phases 
of business. Experience encompasses 
similar duties. 

Box 9059, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING AGENCY 
EXECUTIVE WOMAN SECRETARY 
Thoroly capable _ assistant to 
busy executive. Assume considerable 
responsibility. Initiative, tact, ap- 
pearance. Exceptional ability office 
supervision. 

Box 9054, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


ADVERTISING REPRESENTATIVE: 
Well established automotive trade 
paper rapidly expanding has open- 
ings for space representatives in 
Detroit, Chicago, St. Louis, Denver. 
Commission basis only. 

Box 9057, ADVERTISING AGE 


"Nutshell" Course in 
TOP FLIGHT COPYWRITING 


New, condensed 12-lesson course . . . gives 
big-agency copy technique in simple, step-by- 
step form. Wonderful for “cubs” and all 
wishing to advance in the profession. In- 
cludes principles of layout design, type 
specification, etc. Only $1.00 postpaid. 
Money back in 5 days if not satisfied—but 
you will be! ADCO COURSES, 3538-A-3 
evis Ave., Cincinnati 7, Ohio. 


Detroit Advertising Agency seeking 
account executive 27 to 37, experi- 
enced retail advertising. $3750 to 
start. 
Box 9058, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS | 


DeLuxe “Silver on Black” specially 
gummed labels. 
folder. Professional Press, 

Wisconsin Ave., Oak Park, Il. 


801-E 


Appoints Vorberg 

Martin P. Vorberg, formerly 
Detroit manager of Compton Ad- 
vertising, has been named vice- 


president, director and _ general 


Tractor Company, Des Moines, 
distributor of Ford tractors and 
Dearborn implements. 


Names Miriam Semons 


ON WEST COAST— 
OPPORTUNITY FOR AGENCY MAN 
WITH EXPERIENCE IN 
APPAREL ACCOUNTS 


We have an opening for a man around 35-40 with suc- 


cessful agency experience, 


including work on apparel 


accounts or department store merchandising. Must 


Miriam M. Semons, formerly an 
account executive at Moselle & 
| Eisen and before that executive 
| assistant to the president of Beau- 
/nit Mills, textile manufacturer, 
| has joined Brad-Vern, Van Diver 
|& Carlyle, New York advertising 
agency and merchandising coun- 
|selor, as head of the fashion ad- 
| vertising and promotion division. 
| ny 
| 
Hathaway to Join Geyer 


” Clemens F. Hathaway, formerly 


Age 39, college graduate, family. | 
Not too tired to answer your let- | 


Write for free) 


| sales manager of the Iowa Ford) 


as impractical and unnecessary. 
‘Who Would Be Dictator?’ 


“Who would hold this dicta- 
| torial power over your recep- 
tion?” he asked. “What manner 
|}of giant monopoly would this 
create?” Now that the “doubters” 
have been defeated on the color 
video issue, asserted Mr. Nicholas, 
“they are back with another plan 
to remake television in their own 
image.” 

H. C. Bonfig, Zenith vice-presi- 
dent, scoffed at suggestions that 
phone vision would slow video 
development. He said the Zenith 
| “‘pay-as-you-see” system is the 
one thing needed to lift television 
'from the doldrums in which it 
has languished for many years. 

In speaking to his distributors, 
Mr. Nicholas had said previously 
‘that “if such a system were tech- 
‘nically possible on a national scale 


_—which few agree that it is,” it 
| would mean that the set owner 
| would get less for the price of 
his receiver, and he would have 
| to pay again and again to use it, 
‘unless he were content to receive 
|only those programs which the 
_broadcasters felt obliged to give 
|him free. 


| Phone Vision Not ‘Competitive’ 


Mr. Bonfig replied that “phone 
vision, instead of competing with 
|ordinary television, is an added 
service of great value to both the 
| public and the television indus- 
| try.” In addition, he added, the 
Zenith development “will enable 
owners to see in their own homes, 
for a moderate fee, new movies, 
theatrical spectacles and other 
costly features that can otherwise 
be seen only in theaters. Enter- 
| tainment of this type has never 
been available to the public free 
of charge, and never will be, by 
| television or any other means.” 
Mr. Nicholas dissented. “The 
free program system of radio has 
proved successful for all con- 
| cerned, 
who pays the bill,” he said, and 


| 


including the advertiser 


know how to create plans, to write good copy and con- 
tact seasoned advertisers. Ability to go after new clients 
also important. 


This is a permanent position with good salary, bonus, 
and. opportunity to acquire stock in leading AAAA 
agency on West Coast after ability is proved. 


Write, in detail, to Box 6759 Advertising Age 
100 E. Ohio St., Chicago 11, III. 


/an account executive with J. Wal- there is no reason to doubt that 
ter Thompson Company, will join| the ultimate success of the same 
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Bonfig countered by noting that 
the public response to the an- 
nouncement of phone vision has 
been “terrific.” He asserted “We 
received thousands of. telephone 
calls from people who wanted this 
new service now. The public 
has already demonstrated that it 
is willing and eager to pay for 
tiner television programming than 
can be presented by advertisers. 
“Headlines of 1932, 1938, 1940 
and 1941 were just as filled with 
optimism about television as are 
those of today, but television 
failed to take hold in each case 
because nobody had the money 
to pay for the kind of program- 
ming that would lead to large 
scale purchase of receivers by the 
public.” 

He said the only really popular 
video programs today are sports 
events. New movies are unavail- 
able, because their heavy produc- 
tion costs put them beyond the 
reach of advertisers. Phone vision, 
Mr. Bonfig said, will greatly 
stimulate the sale of sets, and in 
turn aid the development of ordi- 
nary television. “The public will 
insist upon it, because it will 
bring them two great television 
services instead of just one.” 


Says Video Future Assured 


Mr. Nicholas told Farnsworth 
distributors that the company ex- 
pects to place its video receivers 
on the market next month, and 
plans to release the sets in quan- 
tity, in areas with telecasting 
service. 

“To all practical intents,” he 
said, ‘the curtain is just now be- 
ing raised on the commercial 
debut of the industry.” There is 
a potential of 5,000,000 sets, ac- 
cording to the Farnsworth presi- 
dent, and price leveis will re- 
main within the means of a large 
percentage of the public. By the 
end of 1948, he predicted, video 
stations will be in operation in at 
least 37 cities with more than 40% 
of the nation’s population. 

The 1947-48 line of Farnsworth 
radios, phonographs and combina- 
tions was unveiled by John S. 
Garceau, advertising and sales 
promotion manager. Fifteen new 
models will be available in 24 
different cabinet designs and fin- 
ishes. 

Featured on the 11-tube com- 
binations is the Farnsworth Tone 
Clarifier, which is said to elimi- 
nate record surface noise, even 
when playing scratched or cracked 
discs. The new triple-play port- 
able also was a center of interest 
at the distributors’ meeting. The 
set is engineered for low battery 
drain, and a_ built-in selenium 
rectifier achieves instant recep- 
tion, without waiting for the usual 
“warm-up.” 


Hubbell Adds Three 
to Advisory Staff 


| Dr. Alfred N. Goldsmith, former 
RCA vice-president, has joined 
Richard W. Hubbell & Associates, 
television, radio and motion pic- 
ture consultant, as consultant on 
engineering, research, policy and 
management. He will continue his 
regular consulting practice. 

Thomas H. Hutchinson, former 
production manager of RKO Tele- 
vision, has joined the Hubbell firm 
to advise on program production 
and station operational problems. 
Philip Booth, formerly producer 
and dramatic director at CBS Tele- 
vision, has been named by Hubbell 
to handle program structure prob- 
lems and personnel training. 


‘Courant’ Shifts Three 


Geyer, Newell & Ganger, New| system in video “ 


| York, next month as an account wi 
: sur _ 
| executive. | surpass—that of radio. 


| He cited the 33% increase in 


| a |the number of video advertisers 
ae eo | corenee nadine in the past 30 days as proof that 
|Ine., 30 Rockefeller Plaza, New | Prong sage A a showing confi- 
York, is producing a quarterly | |) ae r merican way of 
‘newspaper mat service for jewel-| '©!¢vision.” In contrast, he con- 
/ers across the country. Jewelers | tinued, the partially listener-pay 
|in each city may subscribe for| Canadian network is in the red. 
|the service on an exclusive basis.|. In his prepared statement, Mr. 


will equal—will 


John R. Reitemeyer, executive 
| vice-president of the Hartford 
|Courant Company, has been 
/elected president of the company 
and publisher of the Courant, suc- 
ceeding the late Maurice Sher- 
man. John Sudarsky, treasurer 
and business manager, has been 
elected vice-president. Herbert 


Brucker, associate editor, has been 
named editor, succeeding the late 
'Mr. Sherman. 
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Networks Decide 
to Press AFM 
for FM Music 


‘WASHINGTON — The major net- 
works will shortly seek to ar- 
range with the American Federa- 
tion of Musicians for duplication 
of their AM musical programs on 
FM broadcasts. 

Officials of the networks re- 
ported this plan last week at a 
meeting here of the employe- 
employer relations committee of 
the National Association of Broad- 
casters. 

The committee endorsed the an- 
nouncement and urged the net- 
works to proceed with the plan 
“as quickly as possible.” 

John Elmer, Station WCBM, 
Baltimore, speaking for the com- 
mittee, of which he is chairman, 
said the new Taft-Hartley Act: 

1. Clearly outlaws “the arbi- 
trary imposition of station em- 
ploye quotas by unions,” and al- 
though permitting agreement on 
quotas, dictates that a quota must 
conform to what the broadcaster 
accepts as meeting his needs. 


Bans ‘Temporary Cards’ 


2. Prohibits secondary boy- 
cotts, which have “been more re- 
sponsible for bad feeling ketween 
broadcasters and radio unions 
than any other single factor.” 

3., Will lessen the effect of 
“good-standing” clauses in union- 
shop contracts, making it neces- 
sary for employers to discharge 
only those who have been ex- 
pelled from the union for failing 
to pay dues or initiation fees. 

4. Ban closed shop contracts 
and the frequent practice of grant- 
ing “temporary working cards” 
in lieu of union membership to 
persons not hired through unions. 


PETRILLO LIFTS BAN ON 
SCHOOL, SERVICE BANDS 

WaASHINGTON—James C. Petrillo, 
head of the AFL musicians’ union, 
has agreed to steps that will let 
school children musicians partici- 
pate in civic functions and broad- 
cast music festivals, it was an- 
nounced late last week by Rep. 
Kearns (R., Pa.), chairman of a 
House labor subcommittee which 
has been probing Petrillo’s activi- 
ties during recent weeks. 

Rep. Kearns also said that Pe- 
trillo has opened the way for 
service bands to make recordings 
for use in educational institutions. 
He added that the decisions re- 
sulted from conferences in his of- 
fice with Petrillo, educators and 
officers of the armed forces. 

Music educators, Rep. Kearns 
said, will draft a code of ethics to 
be submitted to Petrillo and him- 
self for approval, touching upon 
“every phase of music education 
in the curriculum” and to be 
“dealt with on a nationwide 
basis.” 

Long-denied permission will be 
granted school children, Kearns 
said, to take part in broadcast 
musical festivals. Petrillo, he 
said, also had “banned” record- 
ings by service bands for use in 
schools and colleges. Now, Kearns 
said, Mr. Petrillo will notify re- 
cording companies they may go 
ahead. 


JWT Shifts Three 


J. Walter Thompson Company 
has appointed Mark Napier man- 
ager of the Toronto office, suc- 
ceeding Adrian Head, who has 
been transferred to the New York 
creative staff. Robert E. Camp- 
bell has been named assistant 
manager in Toronto. Both Mr. 
Napier and Mr. Campbell are 
vice-presidents. 


Adds Hausman to Staff 


James Hausman, formerly group 
copy chief at Morse International, 
New York, has joined the copy 
staff of Badger and Browning & 


AT 4TH DISTRICT MEETING—Elon Borton, AFA president, right, had a taste 
of Miami Beach sun during a recent 4th District meeting of Florida adclubs. 
Left to right are A. P. Phillips Jr., A. P. Phillips Co., Orlando; Mary Lou Goin, 
Milgrim's, Miami Beach; W. R. Verigan, president, Central Florida Advertising 


Club, Orlando; Mrs. A. P. Phillips, and Mr. Borton. 


; Brothers, Inc., manufacturer of 
McLean Joins Vendo Hallmark greeting cards, has 


John T. McLean, formerly ad-| joined Vendo Company, Kansas 


coin changers, in the same ca- 
pacity. He succeeds Alex Izard, 
who has been made head of the 
new automatic coin changer de- 
partment. 


Heads Romer Agency 

In accordance with the desire 
of Frank Romer, who died July 5 
following a sudden illness, Romer 
Advertising, Inc., Washington, 
D. C., will be continued under the 
direction of Robert L. Frederick, 
former vice-president. Mr. Fred- 


61 


erick has been with the ag 


since its founding by Mr. Romer 
29 years ago. 


OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT*SIGN CO. 
Division of 


Artkraft® 
900 Kibby St., Lima, U.S.A. 


“Trodemorks U.S. hn. OF. 


uestion, to, which we 
omp: 


d ever conducted. 


NEW YORK @ 


vertising manager of Hall|City, Mo. maker of automatic 


545 FIFTH AVENUE 
Bemarnoe 


How the American Negro » agents roy omy — annually is a vital 


soon have the answer. The 
of America is making a brand 


— | = study of the 
—— areas inhabited by Negroes in th S. This is the only 

rve your copy on your letterhead now. 
Wes serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. | 


CHICAGO 


reference 


© DETROIT 
NEW YORK 17, N. Y. 


HERE’S how to excite your public, your 
trade, and your salesforce with sky-high en- 
thusiasm during 1947. Call in that proved 
builder of sales and goodwill—a quality me- 
chanical pencil! Above all, see the brilliant 
new “Adgif” models designed by Scripto— 
world’s largest maker of mechanical pencils— 
especially for your use as advertising specialties 
or as premiums. » You may choose from a 
price range suiting every promotional need— 
and from a glowing spectrum of “best-seller” 
colors. Available with or without your com- 
pany imprint. » Today, learn more about 
Scripto—the advertised, recognized pencil in 
the advertising and premium field! Use the 
convenient coupon below. 


No advertisement 


like a pencil... 


No pencil like a Scripto 


Hersey, New York. 


Let a famous pencil win friends 
and make Sa2c4 for you! 


Division, Scripto, Inc. 
Atlanta, Georgla 


they can do for us. 
C) Premium pencils 


Check below: 


Name 


Title 


Firm Name 


Street 


” LONG-L 


ADGIF COMPANY, Dept. AA-3 


0D Advertising pencils 


AD PENCILS 


We'd like to know more about Scripto “‘Adgif”’ peacils and what 


DD Gift pencils 
without printing 


on 
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_Beroset Transferred 


Gerard Beroset, former Chicago 
district manager of Gerity-Michi- 
gan Die Casting Company, has 
been named sales manager of the 

company’s bathroom accessories 
division and transferred to the 
home office in Adrian, Mich. Paul 
L. Day has been appointed to 
succeed Mr. Beroset in Chicago. 
' The company is opening a new 
sales office in Philadelphia. 


AA Readers Get 
New Retail Price 
Analysis Monthly 


(Continued from Page 1) 
covering June, are shown in the 
accompanying table. 

Mr. Neustadt’s organization 
checks all advertising on about 90 
consumer products classifications 
in all printed media in nine cities. 
He pays no attention to “store” 
advertising; his check is based en- 
tirely on products, so that when 
he measures millinery advertis- 
ing, for example, he measures all 
ads for millinery,.whether placed 
by milliners, department stores 
or even drug stores. 


Gets Advertised Prices 


In this way he determines (a) 
.|how much total promotion is put 
.| behind each product on his list in 
each of the cities he measures; 
and (b) how much promotion is 
;put behind each price for each 
| product. Out of this careful check 
|of actual promotion, he is able to 
|determine what price levels are 
| being most heavily promoted. In 
all, Mr. Neustadt’s organization 
| now measures price advertising in 
13 cities, but in nine of them he 
has been conducting exactly simi- 
lar measurements over a period 
long enough to provide prewar 
price comparisons. 

These cities are Chicago, Cleve- 
land, Detroit, New York, Brook- 
lyn, Philadelphia, Pittsburgh, St. 
Louis and Washington. The data 
shown in the accompanying tabu- 
lation is based on these nine cities, 
and the prices shown in each case 
are the “midpoint” price, which 
means that approximately half the 
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Trend of Retail 


covers all advertising of each 
media. 


Commodity 
W&M silk and wool dresses... .$ 
Junior misses’ dresses......... 
W&M untrimmed coats........ 
Foundation garments .......... 
Women’s and misses’ millinery 
Women’s and misses’ shoes... 
Men’s summer suits........... 
Curtains 
Bedroom suites ............... 
Radio sets 
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Advertising Lina 


Commodity 

W&M silk and wool dresses... 
Women’s and misses’ shoes. . 

Junior misses’ dresses......... 
W&M untrimmed cloth coats... 
W&M millinery .............. 
Foundation garments ......... 
Men’s summer suits........... 
Radio sets 
Bedroom suites 
Curtains 


Soe S662 H 4248945 640 ES 


George Neustadt, New York, checks all advertising on 
about 90 consumer commodities in nine cities to determine 
price trends. By special arrangement with Mr. Neustadt, — 
ADVERTISING AGE each month will show the trend in prices, 
as well as total advertising support, of the 10 most sig- 
nificant or interesting commodities of the month. Prices 
shown here are the midpoint prices, meaning that half the 
advertising for each item featured a higher price than that 
shown, and half featured a lower price. 


cities—by all types of retail outlets and in all printed 


Figures quoted are 
official estimates of 
the S. C. Dept. of 
Agriculture, based on 
sworn warehouse sales 


reports. 


CHARLESTON 
AREA MARKET- 
PRINCIPAL 


SECTION 


IN 1946 
SOUTH CAROLINA'S 
TOBACCO CROP SOLD FOR 


$80,226,771.00 


IN 1946, TOBACCO SALES IN THE 20 
COUNTIES OF THE CHARLESTON AREA 
MARKET AMOUNTED TO 


$78,619,526.00 


98%, OF THE TOTAL FOR THE STATE 


¥ Charleston 


The chant of the tobacco auctioneer soon will be heard in 
South Carolina again. The 1947 markets open in August and 
sales continue for several weeks. When the current crop of 
the Golden Weed is sold, additional millions of dollars 
will be put in circulation in the busy, prosperous and grow- 
ing Charleston Area Market. 


THESE CHARLESTON NEWSPAPERS COVER 98°/, OF THE WEALTHY TOBACCO 
PRODUCING SECTIONS OF SOUTH CAROLINA 
Circulation up from 44,041 in 1941 to 74,341 December 1946. 


Milline Rate only 2.47, lowest in S. C.; 
average. 


less than national 


|| year ago, for dresses, 


THE CHARLESTON EVENING POST 


_ Che News and Courivr 
- CHARLESTON, SOUTH CAROLINA ts 
REPRESENTED BY THE JOHN BUDD CO, 


— - ——— — 7 — 


total linage featured the particu- 
lar item at less than the price 
shown, and half featured it at 
more than the price shown. The 
prices featured in advertising, Mr. 
Neustadt says, are an extremely 
close approximation of the gen- 
eral price level, and give an ex- 
ceptionally good picture of the 
prices which consumers are will- 
ing to pay. 

The accompanying tabulation 
shows that while the price trend 
is downward, as compared with a 
it is still 
moving slightly upward in un- 
trimmed cloth coats and founda- 
tion garments. It is definitely 


as definitely upward in women’s 
shoes, although one reason for this 
upward shoe price trend is the 
fact that there was considerably 
less promotion on low-priced cas- 
ual types this year. 


Many Varied Trends 


The men’s summer suits classi- 
fication is included primarily be- 
cause of the 300% increase in 
promotion over last year which is 
shown in the advertising linage 
comparison. Prices are down 
somewhat from last year, but 
these probably reflect a greater 
availability of lower priced mer- 
chandise than an actual price de- 
cline. 

Radio set advertising during 
June showed an extremely inter- 
esting trend. The midpoint ad- 
vertised price was about double 
that of a year ago, reflecting a 
swing in promotion from small 
table sets to larger, more costly 
models. At the same time, total 
radio linage in the nine cities in- 
creased 247%, again reflecting 
greater availability of merchan- 
dise and the necessity for active 
promotional support behind higher 
priced models. 

The sharp decline in curtain 
prices from a year ago is paral- 
leled in many textile lines which 
have suddenly reached nearly 
adequate supply, while the sub- 
stantial increase in bedroom set 
prices would seem to inticate that 
the upward price trend in that 
field had not yet been arrested. 


Kraft Joins Bayard 

Larry Kraft, formerly with Paul 
E. Newman Company, Los Angeles 
agency, has joined Jere Bayard & 
Associates, Los Angeles, as di- 


downward in millinery, but just|N, Y 


Adds Comic Books Offer 
4 4 General Mills, _Minneapolis, is 
P rices 1n | une running newspaper ads offering 
free comic books to-children who 
give grocers two Wheaties box- 
tops per book. This is in addition 
to a company contest, promoted 
on three juvenile radio serials, 
involving its Cheerios cereal and 
special Cheerios Walt Disney 
comic books (AA, July 21). 
so Hg yn sat Plaracot Names Bradley 
nw Richard Bradley Associates, Chi- 
cago, B taken oe Oe —— 
advertising account o araco 
Average for Month of June Company, Chicago, manufacturer 
1947 1946 1940 of plastic, rayon and cotton wash 
13.12 $ 14.48 $ 7.40 cloths and towels. A radio cam- 
9.16 10.72 8.08 paign will be launched Aug. 4 
18.26 17.80 15.74 with “Gaslight Varieties,” 9:05- 
6.89 6.41 3.60 9:15 p.m., Mondays through Satur- 
4.63 6.26 3.23 days over Station WIND, Chicago. 
7.58 5.44 4.36 rag are 
33.04 3424 17.48 || Represents ‘Script 
2.64 3.46 0.95 _ Atkinson Associates, San Fran- 
152.00 130.00 67.40 cisco and Los Angeles publishers’ 
x r representative, has been appointed 
70.80 36.72 42.00 representative of Script, published 
Cc ° in Los Angeles, in northern Cali- 
ge WVomparison fornia and the Pacific Northwest. 
June June % —__—_ 
1947 1946 GorL |/Elects Burke, Price 
CS General Outdoor Advertising 
765,668 662,451 16G : 
Company, Chicago, has elected 
498,670 587,280 15 L_ || vu. H. Burke a director and L. M. 
352,604 317,917 13 G Price vice-president of the com- 
237,101 268,409 11 L pany. 
226,556 180,047 26 G 
261,318 65,193 300 G 
422,563 121,360 247 G ZZ 
313,957 161,924 93 G Quit ne NT ie ae 
127,820 137,582 71L Joa! — oS 
Di Hities He. 
Four Join Shaw Agency No ct @® 2 


John W. Shaw, Inc., Chicago 


agency, has added the sngeuing ten] OFFSET 
to its staff: Florence Cruzen, for- SCRAPBOOK 


merly media director of H. M. E 
Grosse Company and M. Glen 1 sammmenananae 
Miller Advertising, media director; 
Jo Ann Munson, formerly copy 
chief at H. M. Grosse Company, 
copy director, and Betsy Tyroler 
and E. Conlon, formerly account 
executives of Burton Browne Ad- 
vertising, account executives. 


WIBX Appoints Three OFFSET CUTOUTS 


Michael Hughes, Frederic C. So 0 Extated =m ane tide 

Bowen and William J. Heiderich nh Eg Fag $ 00 

have been appointed account ex- PAGES - 

ecutives of Station WIBX, Utica,|] (@vexin Cj*fsited. & rich source postpaid 
- Will return its cost many times in 


Comme wt Manes 8 


Expertly compiled and 


tical help. 
composition and lettering savings. Unlimited 
¥] type styles; attention getters, news announcers, 
quality emphasizers; style, construction, flavor 
and value headings; free offers; coupon heads; 
arrows, panels, borders, etc., together with 
classified lists of 1200 descriptive words used 
in advertising any type of product or service, 

Endorsed by leading otvertising journals. 
ORDER NOW. Postpaid, $3.00. 


A. A. ARCHBOLD 


Names Horton-Noyes 


Gray Mfg. Company, Hartford, 
manufacturer of Audograph dicta- 
tion instruments, has appointed 
Horton-Noyes Company, Provi- 


dence, as advertising counsel. 1207 S. Lake St. Los Angeles 6, Calif. 
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Alaska Newsprint 


Plan Blocked by 
Senator Chavez 


WASHINGTON—An objection en- 
tered by Senator Chavez (D., 
N. M.) prevented Senate action 
late last week on a House-approved 
bill to set up a newsprint industry 
in Alaska. 

The measure, which would au- 
thorize the Agriculture Depart- 
ment to sell stumpage rights to 
timber in the Tongas National 
Forest in southeast Alaska, was 
said by the department to be the 
first step toward establishing a 
$30,000,000 paper industry in the 
area. Senator Chavez did not ex- 
plain his objection. 

In a report to the House, its 
newsprint committee late last week 
held out to the nation’s publishers 
the hope of lower newsprint prices 
and more newsprint in the near 
future. 

The committee, headed by Rep. 
Clarence J. Brown (R., O.), said 
paper and newsprint prices “are 
already at their peak” and there is 
“no justification for any further 
paper price increases.” 


Price Should Be Lower 


“Instead,” he said, “it is the be- 
lief of the committee that if 
there are any changes in paper 
prices during the next few months 
they should be lower rather than 
higher.” 

The committee called for explor- 
ation of new sources of paper sup- 
ply, particularly in the South, criti- 
cized federal agencies for excess 
use of paper, and announced plans 


‘for conferences in Canada within 


the next few months to discuss the 
papér situation. The committee 
further stated that there is a possi- 
bility that the South can support 
a newsprint industry to provide 
from one and one-half to two mil- 
lion tons of newsprint annually if 
proper reforestation is followed. 
There are also possibilities for es- 
tablishing paper and newsprint 
mills in the Rocky Mountain area 
and in Alaska, the committee said. 
It disclosed plans for the following 
studies, in addition to conferences 
in Canada: (1) Possibilities of es- 
tablishing newsprint and paper 
plants in Alaska and of producing 
paper from scrub oak in the South; 
(2) a study of a pilot plant estab- 
lished near Savannah, Ga., to de- 
termine production costs of new 
production processes; (3) new 


processes for de-inking and re-|- 


using waste paper, and (4) an in- 
vestigation of the use of newsprint 
and paper by federal agencies as a 
result of evidence that there has 
been “a wanton waste.” 


Wood Naval Stores 


Group Files to Export 

The FTC announced last Satur- 
day that the Wood Naval Stores 
Export Association had filed papers 
with FTC under the Export Trade 
Act (Webb-Pomerene law) for ex- 
porting wood naval stores. The 
association will headquarter at 
Gulfport, Miss., but for the present 
its office is that of the secretary, 
G. L. Reasor, 135 S. La Salle St., 
Chicago. V. A. Anderson is chair- 
man and director. 

Members are Alabama Naval 
Stores Company, “Mobile, Ala.; 
Continental Turpentine & Rosin 
Corporation, Laurel, Miss.; Delta 
Pine Products Corporation, Cov- 
ington, La.; Dixie Pine Products 
Company, Hattiesburg, Miss.; Gulf 
Naval Stores Company, Gulfport, 
and Southern Naval Stores divi- 
sion of Leach Bros., Chicago. 


Petrik Joins LeQuatte 

J. G. Petrik, account executive 
of Hanly, Hicks & Montgomery, 
Inc., New York, will join H. B. 
LeQuatte, Inc., New York agency, 
Aug. 4. 


NON-RETURNABLES—Four California beers have appeared in the Los Angeles 

market in I-way bottles manufactured by Owens-Illinois Glass Co. Left to 

right are Lucky Lager, General Brewing Corp.; Rainier Club, Rainier Brewing 
Co.; East Side, Los Angeles Brewing Co., and Acme, Acme Breweries. 


Macy’s Boosts M 

es i H.. May ay joined visional advertising manager of 
R. H. Macy & Co., New York, re-| Women’s apparel, and accessories 
cently after seven months as a/and fabrics at the department 
footwear editor for Women’s Wear | store. 


Daily, has been appointed di- 


Reynolds Buys 
Screen Guild: 
Net Undecided 


New YorK—R. J. Reynolds 
Tobacco Company has decided on 
which radio shows it will sponsor 
in the fall, but not which net- 
work time to buy. 

William Esty & Co. reports that 
the way has been cleared for 
Camel sponsorship of the Screen 
Guild Players, starting Oct. 1. 
Lady Esther Ltd. relinquished the 
dramatic program to Reynolds, 
reportedly because of the high 
cost of the show. 


show is. continuing) Monday, 
10:30, CBS, and Vaughn Monroe, 
Saturday, 8 p.m., CBS. 


Pinney Joins Crosley 

Vivian Wright Pinney, formerly 
home service adviser for bottled 
gas equipment at Verkamp Corpo- 
ration, Cincinnati, has joined the 
home economics staff of the Cros- 
ley division of Avco Mfg. Corpo- 
ration, Cincinnati. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 


Reynolds dropped Abbott & 
Costello at the end of the spring 
season, but held the Thursday, 
10 p.m., NBC spot with a summer 
replacement starring Peter Lorre. 


yeloping sales prospects 


The company’s other three New Booklet No. 10 “How Business Uses 
shows may be reshuffled. The list, 
as it now stands, includes: “Grand EUV) Mega Gi dat fee iia 
BUSINESS FARM 
‘PAPERS * 


Ole Opry,” Saturday, 10:30 p.m., 
NBC; Bob Hawk Show (Bob 
Hawk now is on vacation but wn 


clipping service for collecting editorial 
publicity, for making research ond 
market studies, for maintaining com 
petitive advertising files and for de- 
on certain 
types of products and services. 


Clippings” tells the whole story 


GENERAL 


PAPERS MAGAZINES 
314 So. Federal St., Chicago 4 


HAT’S 
OBSOLESCENCE GOT TO DO 


WITH INDOOR DISPLAY ? 


First let's get the obsolescence story. Here it is: 


Chas. F. Kettering tells clearly what obsolescence does 
by his prewar story of an automobile placed under a 
glass dome and kept free from moisture, dust, wear, 
yet in a year's time worth a fraction of its original 
cost! Still a brand new car but worth less. How did 
its value vanish? Very simple is the answer. Obsoles- 
cence did it. Style, fashion, improvement, speed help 
create obsolescence. 7 


HOW DOES IT APPLY TO INDOOR DISPLAY? 


Do you know that the value of Indoor Display 
is measured by one yardstick only — asability. 
Value shrinkage reveals its effect in non-use in- 
stead of in price — down the cellar she goes. 
The end result is the same. 


Good Indoor Display material is not developed 
in a swivel chair. One must know intimately the 
places where it is likely to be used. The sur- 
roundings, the light, the space available; where 
the display is to be used. Not alone, what will 
be usable in Chicago and New York, but what 
will be usable at Oconomowoc, Wis., Manlius, 
New York and Cheboygan, Mich. 


Sure, displays must be practical. They must 
make a profit for the dealer. He must recognize 
their value without benefit of a presentation. 
The display material must talk for itself, do its 
own selling. 


Yet each type of business requires special study. 
What will go over in a food store may not have 
a chance in a drug, hardware or paint store. It’s 
because McCandlish experts give thought to 
these and countless other details that they qual- 
ify as experts, and are ready to help you get 
Indoor Display material that speeds usability 
and minimizes obsolescence. 


What Does McCandlish Do Besides Making Color Reproductions Of Distinction? 


, 
(Ge bei fin gh 


solving structural details. 


The story is worth hearing,*but, condensed it amounts to this: McCandlish produces 
display materials according to two methods: (1) Where the advertiser and/or his agency 
develop the display to the point where production is the prime issue. (2) Where the display 
problem is put up to us to originate and deliver. In either case the advertiser gets the 
benefit of McCandlish faithful reproduction plus McCandlish skill and ingenuity in 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE @ STOKLEY STREET » PHILADELPHIA 
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Kemble Heads KDB 


Edward K. Kemble, who has 
been with the Don Lee-Mutual 
network for 10 years, has been 
appointed manager of KDB, Don 


Lee station, Santa Barbara, Cal. 


Transfers England 


Herbert England, merchandiser 
in the Chicago unit of National 
Tea Stores, has been transferred 
to the Milwaukee unit as sales 
promotion and merchandise man- 


ager. 


SPONSORS of DISTINCTION 


pe ~ 


“Say, I hear you’re raking in the cash 
these days, how come’ 
“Oh, I just use that Melisse Adv. Idea 
Service—it’s Wonderful!” 


Melisse, creator and producer of the sensational 
*‘Around Town With Melisse’’ campaign and many 


other original formats for national advertisers, 
adv., sales promotion, merchandising ideas 
and plans; copy, slogans, humor, cartoons, con- 


tinuity, illustrations; product, package and fashion 
design; manikins, display, etc. — all with that 
dignified Melisse touch and selling power. 


For the services of this GREAT talent Write or 
Phone — Melisse. 


MELISSE ADV. IDEA SERVICE 
320 E. Stith St, BM. Y. 23: N.. ¥. 
Phone Plaza 3-9048 


NAEA Rate Proposal 
Draws Sharp Fire 
from Retailers 


(Continued from Page 1) 


papers, is bound to have a limiting 
effect upon the value, and conse- 
quently the use, of newspaper 
advertising. Logically, the next 
step for the advertising executives 
should be to adopt a policy which, 
by establishing intolerable rates, 
would prohibit retailers from 
mentioning nationally advertised 
brands. 

“‘Newspapers have had a lot to 
say about the country’s need for 
greater production, but the NAEA 
apparently did not regard it as 
necessary to make newspaper ad- 
vertising more productive for re- 
tail stores.” 


‘DID HE READ RESOLUTION?” 
NAEA’S EGAN ASKS 

ToLepo—James W. Egan Jr., 
president of NAEA and_ vice- 
president and advertising direc- 
tor of the Toledo Blade, replied 
to Mr. Hahn’s blast by pointing 
out that the resolution only rec- 
ommends certain limitations as 
to the extent of the mention of 
magazines, and at one point he 
inferred that the NRDGA head 
was poorly informed about the 
contents of the resolution. 

Describing himself as “as- 
tounded and not a little puzzled” 
by Mr. Hahn’s criticism, Mr. 
Egan declared: 

1. That the resolution does not 
recommend that newspapers 
charge other “than the retailer’s 
contract” rate when an advertise- 
ment mentions magazines, radio 
shows, motion picture or plays, 
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CONSUMER 
ANALYSIS 


OF THE y 


ST. PAUL 
MARKET 
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HERE is an extensive and scientifically exacting survey 

of the St. Paul Market, conducted to determine brand 
preference, merchandise availability, shopping habits 
and other significant consumer data. It presents a wealth 
of dependable facts on foods, soaps, toiletries, beverages, 
home appliances and general consumer habits . . . facts 
which will serve as a key to this potent market. 


The “St. Paul Dispatch-Pioneer Press 1947 Consumer 
Analysis” is now available to advertisers and advertising 
agencies. Order your copy now ... use your letterhead 
and write: National Advertising Department, St. Paul 
Dispatch-Pioneer Press, St. Paul 1, Minnesota, or Ridder- 
Johns Incorporated, 342 Madison Ave., New York; Wrigley 
Building, Chicago; or Penobscot Building, Detroit. 


ST. PAUL DISPATCH-PIONEER PRESS 
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tising Executives Association, w 


rimental to the best interests of 


and general advertising; 
“Further, it is recommended 


as general. 


merchandise by brand name. 


and services.” 


NAEA Resolution Draws Retail Fire 


The “magazine promotion” resolution of Newspaper Adver- 


National Retail Dry Goods Association, was printed in full text 
in the July 14 issue of ADVERTISING AGE. 
of readers we are reprinting. it here: 
“Whereas, newspapers publish advertising of magazines and 
other media at general rates, and whereas, advertising which 
features magazines has been offered by some retailers to news- 
papers at retail rates; therefore, be it resolved: that newspapers 
demonstrate to retailers by constructive selling why the pub- 
lication of such advertising in newspapers at retail rates is det- 


recommends to all newspapersthat they individually consider 
recognition of the fact that such advertising placed at retail 
rates is not in accordance with accepted definitions of retail 


retail advertisements is acceptable at retail rates provided that 
such reference is confined to type in headline or text and shall 
be the same size type as the remainder of the line of which it 
is a part. Any additional mention classifies the advertisement 
This classification does not in any way affect the 
advertising by retailers at retail rates of nationally advertised 
Regardless of where the manu- 
facturer may place his advertising, newspapers welcome and 
encourage advertising by merchants of branded merchandise 


hich has drawn the fire of the 


For the convenience 


the merchant; that the NAEA 


that mention of magazines in 


and says specifically that “men- 
tion of magazines in retailers’ ad- 
vertisements is acceptable at re- 
tail rates,” but it does recommend 
action where mentions exceed 
certain limitations (AA, July 14); 
where the ad becomes “more of 
an advertisement for a magazine 
than for the store, or its service 
or goods, then it is recommended 
that the advertisement be classi- 
fied as general advertising.” 


Approves Tieup Ads 


2. Mr. Egan said that he had 
just written Harry Dunlap, pub- 
lisher of Cosmopolitan, telling him 
that a tie-up between the maga- 
zine and a Toledo retailer would 
be acceptable at retail rates, and 
that he had told F. J. Maxted 
of Crowell-Collier that, with a 
very minor change, certain adver- 
tisements he had submitted would 
be classified as retail advertising 
by the Blade. 

3. There is no question of the 
raising or setting or changing of 
prices or rates, said Mr. Egan. 
“It is merely a recommendation 
for the clarification of the fre- 
quently somewhat difficult matter 
of the classification of advertise- 
ments. Once advertisements are 
correctly classified the regular 
rates apply.” 

4. For Mr. Hahn’s charge that 
the next step would be establish- 
ment of prohibitive rates to keep 
retailers from mentioning national 
brands, Mr. Egan had d crisp de- 
nial: “One wonders if Mr. Hahn 
read the resolution and, if not, 
whence he received the. informa- 
tion that led him so far afield in 
his statement, because .this reso- 
lution states: ‘This classification 
does not in any way affect the 
advertising by retailers at retail 
rates of nationally advertised 
merchandise by brand name. Re- 
gardless of where the manufac- 
turer may place his advertising, 
newspapers welcome and encour- 
age advertising by merchants of 
branded merchandise and serv- 
ices.’ ” 


Offers 3-Fold Explanation 


5. Mr. Hahn and his associates 
would better serve NRDGA, Mr. 
Egan suggested, “by first studying 
the resolution, then properly in- 
terpreting it and explaining how 
it works in the interest of re- 
tailer and newspaper alike. That 
explanation is simple and three- 
fold: : 

“1. The resolution is concerned 
only with overemphasis on the 
magazine in tie-up advertising, 
overemphasis that does both re- 
tailer and newspaper a disservice; 

“2. Today few stores have suffi- 
cient newspaper advertising space 
for their needs. As we approach 
the not too far distant time when 
the store’s sales problems will be- 
come more acute, it is unwise to 


tising space to the advertisement 
of other than the store and its 
wares; 

“3. Stores have been for many 
years, as a matter of general prac- 
tice, granted the lowest rates for 
any classification of advertising. 
Those rates which are so low are 
part of the newspaper’s average 
rate and much like the average 
sale of the department store, have 
a direct bearing on the sound op- 
eration of the newspaper. The 
average rate of the newspaper is 
made up of the low retail rate and 
the higher rates charged for other 
classifications of advertising; 


Increased Rates Most Likely 


“If for any reason much of this 
higher rate advertising is di- 
verted by practices that have been 
indulged in recently by a number 
of stores and thus the newspaper’s 
average rate is reduced, it will 
be necessary for the newspapers 
to make up for that diversion. 
The most obvious course would 
be to increase rates.” 

Recalling the NAEA meeting 
in San Francisco, Mr. Egan re- 
called NRDGA’s telegram com- 
plimenting the newspaper group 
on its cooperation with NRDGA, 
and the resolution passed by 
NAEA recommending that the 
promotion division of NAEA con- 
tinue to meet with a NRDGA 
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does not seem to be aware” of this 

resolution, Mr. Egan concluded: « 
“It is to be regretted that Mr. 

Hahn did not act in the spirit of 

the NRDGA telegram and his 

resolution.” 


Royal Robes to Chernow 


Royal Robes, New York, has 
moved its account from Hirshon- 
Garfield to the Chernow Com- 
pany, New York. A fall and 
winter campaign for women’s 
robes will be placed in fashion 
and business publications and via 
direct mail; for men’s robes, in 
consumer and business publica- 
tions, and direct mail. 


‘Liberty’ Appoints 2 
Liberty has promoted J. Wil- 
liam Thomas from eastern adver- 
tising manager to advertising 
manager, succeeding Homer Rock- 
well, who becomes publisher of 
the Hunter Screen Unit—Screen- 
land, Silver Screen and Movie 
Show. . 


‘Sun’ Appoints Kime 

Chandler Kime has been named 
local representative of the Chi- 
cago Sun “Book Week.” He suc- 
ceeds Richard M. Stevens, who 
has been transferred to the Sun’s 
eastern office. 


NO TYPE 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 
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‘Omnibook’ Starts 
Program on CBS; 
Ballard Expands 


New York — Entering network 
radio for the first time, the Omni- 
book Corporation will sponsor Lee 
Adams’ commentaries, starting 
Aug. 23. The show, which will 
originate from Chicago where Mr. 
Adams currently discourses on 
topics of interest to women, will 
plug Omnibook. 

Omnibook, through Schwab & 
Beatty, has purchased Saturdays 
from 10:15-10:30 p.m., EDT, over 
a limited number of Columbia 
stations. 

CBS also picked up another 
piece of additional business last 
week when Ballard & Ballard 
Company, Louisville, decided to 
air “Renfro Valley Folks” four 
times weekly, rather than weekly, 
as previously. This jamboree, 
which advertises Obelisk flour, 
will be broadcast Thursday 
through Sunday, 9:15-9:45 a.m., 
over 27 southern stations, effec- 
tive Sept. 4. Henri, Hurst & Mc- 
Donald, Chicago, is the agency. 


Barber, Chilton 
Treasurer, Dies 


Ba.ta-Cynwyp, Pa.—wW. A. Bar- 
ber, treasurer of the Chilton Com- 
pany, publisher of business and 
industrial magazines, died July 20 
at his home in this Philadelphia 
suburb. 

Mr. Barber, a native of Onarga, 
Ill. was formerly professor of 
economics at New York Univer- 
sity, of which he was a graduate, 
and before joining Chilton in 
1932, was an executive of Lee 
Higginson Corporation, New York 
dealer in securities. 


PAUL R. BAUGH 

BaByLon, L. I.— Paul Revere 
Baugh, 52, an account executive 
with Batten, Barton, Durstine & 
Osborn, New York, died here July 
19 at the home of friends. Mr. 
Baugh for many years handled 
the account of American Radiator 
and Standard Sanitary Corpora- 
tion, Pittsburgh. He was formerly 
with Fuller & Smith & Ross, 
Cleveland, and became executive 
vice-president of Blaker Adver- 
tising Agency, New York, before 
joining BBDO. 


ROBERT T. POOR 
Cuicaco—Robert T. Poor, 62, 
secretary-treasurer of the Canner 
Publishing Company, Chicago, died 
July 17 in West Suburban Hospital, 
Oak Park, Ill. Born in Omaha, 
Mr. Poor attended the Chicago 
Manual Training High School, and 
graduated from Purdue University 
with a degree in mechanical en- 
gineering. Following the first world 
war, he was architectural super- 
intendent on construction proj- 
ects in Chicago. 
/ 


J. B. KEOUGH 

ATLANTA—J. B. Keough, 67, 
veteran Atlanta advertising man, 
died suddenly at his home here 
July 17. Mr. Keough was Atlanta 
Manager of the Branham Com- 


pany, publishers’ representative, 
and was founder of the company’s 
branch here. Mr. Keough was 
well known as a philanthropist. 


JOSEPH BRACKEN 

DetroIt— Joseph R. Bracken, 
54, vice-president of Grant Ad- 
Vertising here, died suddenly at 
his home July 18. Prior to join- 
ing Grant in 1943, Mr. Bracken 
had served with several other ad- 
Vertising agencies, including 20 
years with N. W. Ayer & Son. 


Covert Joins LeVally 
Benton V. Covert, formerly as- 
Sistant art director of Maxon, 


Inc., Chicago, has joined LeVally, 
| Inc., Chicago, as art director. 


BEST-READ—The M&M card (top) featuring candy coated chocolates attracted 
175,000 persons or 28% of the Buffalo area's basic population to win highest 


readership in 


tinuing Study of Transportation Advertising. The Mennen Co. card ranked 
second, with readership of 20% of the area's basic population. 


17S HE-MAN AROMA ~ 
MORES. THE LADIES 


the Advertising Research Foundation's Study No. 10 of its Con- 


Lever Acquires 
Ayer Cosmetics 
for $5,500,000 


(Continued from Page 1) 
has been president of Lever 
Brothers. Lever also has a 90% 
interest in Thomas J. Lipton, 
Inc., Hoboken, N. J., teas and food 
products. 

Lever’s invasion of the cos- 
metics business is expected to 
stimulate vigorous competition 
among soap’s big three—Procter 
& Gamble, Lever and Colgate- 
Palmolive-Peet—in this industry. 

Both P&G and Colgate have 


~|introduced shampoos and related 


products. 


The Ayer line embraces about 
200 products. 


Knipschild Agency Moves 
Roy Knipschild & Co., Chicago 
agency, has moved its offices from 


505 N. Michigan Ave. to 180 W. 
Washington St. 


65 
Craig to ‘This Week’ 


Victor I. Craig, formerly At- 
lantic district advertising man- 
ager for McGraw-Hill publica- 
tions, has joined the eastern sales 
staff of This Week Magazine. 


Tandy Appoints Young 
Tandy Advertising Agency, To- 


ronto, has appointed Robert P. 
Young as copywriter. 


BuildingSupplyNews 


in ADVERTISING 
in LEADERSHIP 
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ACE Baty 


Occasion: Special meeting of Memphis Automobile Dealers and 


Factory Representatives. 


Business Record of Auto Editor A C 


(Ace) Bailey up for review 


Resolved: Twenty-one years of loyal and faithful service to the industry 


shall be rewarded by a letter of grati 
check for $1785. 


tude together with a 


This unusual expression of feeling toward Ace Bailey typifies the way 
the people of the Mid-South feel toward their Memphis newspapers and 


toward the men and women responsible for them. Our readers are 


subscribing to more than newsprint and black i 


advertisers are buying more than space and coverage 


buying extra service, extra co-operation, at no extra charge. 


“Ace Bailey Collects 
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Colgate to Shift 
Daumit Account 
from Blackett 


New YorK—The advertising ac- 
count of Kay Daumit, division of 
Colgate-Palmolive-Peet Company, 
will soon be shifted from Hill 
Blackett & Co., Chicago, which 
handled the cosmetic company for 
the past nine months. ; 

Blackett will continue to handle 
the account until Colgate picks a 
new agency—probably one al- 
ready in the Colgate stable. 

In Chicago, sources told AA 
that from the time Colgate bought 
Daumit (AA, Dec. 2, 1946), it was 
understood that the account would 
be shifted to a New York agency 
when production had been re- 
located. 

In New York, the change occa- 
sioned considerable surprise, since 
marketing reports showed Lustre- 


gOINT-OF-saALE. 


Let us give your product 
Showmanship 
Specializing in point-of- 


sale advertising... ideas, 
campaigns, designs, art, 
— production, distribution” 
... for forty-five years. 


CHICAGO SHOW 
PRINTING CO. 


2639 N. Kildare Ave., Chicago 39 
Spaulding 1600 


Creme leading the shampoo field, 
despite the fact that its distribu- 
tion is still light in the East. 

C-P-P’s other shampoo, Halo, 
is reported to be leading the 
liquid shampoos, although running 
second to Lustre-Creme. The 
whole shampoo field seems to be 
in flux, with P&G’s Drene (with 
the largest advertising budget) 
recently shifted to Compton, and 
additional promotion being placed 
behind P&G’s Prell, a cream 
shampoo. 

The Daumit account is variously 
estimated, but probably is some- 
where near $2,000,000, including a 
15-minute segment of ABC’s 
“Breakfast Club” across the board 
and magazine insertions. Halo’s 
promotion has also been stepped 
up and may hit the $3-4,000,000 
mark this year. The Drene ac- 
count has been estimated at $3,- 
000,000. 

Colgate’s present agencies are 
Ted Bates, Inc.; William Esty & 
Co.; Sherman & Marquette, and a 
minor slice to Leon Livingston 
Advertising Agency. 


Zenith Buys Building 
Zenith Radio Distributing Cor- 
poration, Chicago, wholly-owned 
sales subsidiary of Zenith Radio 
Corporation, has purchased a two- 
story and basement building at 
912-22 Washington Blvd., for 
service to its radio dealers and 
for its M-G-M record distribution. 
The company’s present space at 
680 N. Michigan Ave. will be re- 
tained as a display salon for 
Zenith radios and hearing aids, as 
well as a service and a sales out- 
let for hearing aid batteries and 
accessories. 


Linsk Appoints Kimball 

Abbott Kimball Company, Los 
Angeles, has been appointed to 
handle the advertising of H. Linsk 
& Co., Philadelphia, maker of 
Betty Barclay line of junior 
dresses. The Linsk of California 
account has been handled by the 
agency for some time. National 
consumer magazines, trade and 
direct mail merchandising will be 
used by both companies in sepa- 
rate campaigns. 


Joins Hotel Ass‘n 

John F. Kinerk, for two years 
western director for Frank Block 
& Associates, St. Louis and New 
York, in charge of midwest ac- 
counts, has joined American 
Hotel Association, New York, as 
director of the new business pro- 
motion department. 


as 


The largest daytime 
service area of any 
Texas Radio Station 


10,000 WATTS 
Night 


Direct to 
The Heart of Texas 


DALLAS e 


SAN ANTONIO 


\ ees 
Represented Nationally 
by 
abc John Blair 


SAN ANTONIO Company 


AMERICAN BROADCASTING COMPANY—TEXAS STATE NETWORK 


hoor 


Why doesnt somebody @ something ? 


Somebody. Z87 


New American invention gets dotror 


Hare & Bue & Peewee 


Whar Macken Gar 


If advertising is a part of your business, beve’s baw you cin heljr.. YOURSELF! 


done p00 © Seoorernenen? & 


Bop ee 7 megan gubeiheDr 1% 9 we 


"Ae yi an eine wane wenee? 


~ 
nes 
ee 


ign i ana oh er Seine dicang Cont 
Public Advisory Committes 


THE ADVERTISING COUNCIL 


ADVERTISES AD COUNCIL—Chester J. 


New York Times. The ad was originally 


men, copy chief of LaRoche & Ellis, prepared copy for this full-page advertise- 
ment on the Advertising Council, sponsored by the agency in the July 15 


been offered for reprint throughout the country. Mr. LaRoche is a founder 
of the War Advertising Council (predecessor of the present council), a former 
chairman of its board, and today an active board member. 


LaRoche, chairman, and Crane Haussa- 


planned for local showing but has now 


Joint Committee 
Restores Funds 


fo FIC, Others 


WasHincton—After five days of 
intensive, thorough study and—at 
times—bitter argument and debate, 
House-Senate conferees finally 
agreed on the 1948 supply bills for 
the Federal Communications Com- 
mission, Federal Trade Commis- 
sion, War Assets Administration, 
and the Office of Government Re- 
ports, all of which were encom- 
passed in the independent office 
appropriation bill. 

The finally approved figures for 
the four agencies are as follows: 

FCC was given $6,200,000, plus 
an additional $40,000 for printing 
and binding. This represents a 
compromise of $200,000 more than 
the original House figure and $200,- 
000 less than the Senate figure. 

FTC’s approved figure is $2,900,- 
120, plus an additional $55,000 for 
FTC printing and binding. FTC’S 
total includes “not less than $228,- 
695 which shall be available for the 
enforcement of the wool products 
labeling act.” This represents a 
gain for FTC of only $100,000, or a 
regaining of $100,000 out of an or- 
iginal House slash of $1,122,800. 


WAA May Get More 


War Assets Administration, 
when the wrangling was done, 
wound up with exactly what the 
House had voted it—$257,149,270— 
having finally suffered loss of the 
Senate’s extra $25,000,000 for 
1948 operating expenses. How- 
ever, it may be regained early 
next session; the conferees also 
agreed that WAA may spend 60% 
of the funds during the first six 
months, then submit a report of its 
operations and expenditures. It 
may then get an additional appro- 
priation. Up to the amputated 
$25,000,000, WAA’s_ advertising 
and information budget of $6,250,- 
000 was untouched (AA, July 21). 

Office of Government Reports, 
which was completely wiped out 


by the original House action, then 
restored with $400,000 by the Sen- 
ate, finally was given a total of 
$230,000, with the stipulation that 
the agency be liquidated as soon as 
possible, or by the year’s end, ex- 
cept the Office of Advertising Liai- 
son, which the conferees directed 
be kept in “effective operation.” 
Advertising liaison, the contact 
point between the government and 
the Advertising Council, will re- 
ceive at least $85,000 of the funds 
appropriated, possibly more. AA 
learned that it was the presence of 
this division within OGR which 
saved it from immediate complete 
liquidation. 


Reliance Schedules 
Jingle Contest 


Reliance Mfg. Company, Chi- 
cago, will launch a jingle contest 
Aug. 24 as part of its boys’ wear- 
ing apparel promotion for fall- 
school opening. Zenith three-way 
portable radios will be awarded 
to 56 entrants who compose the 
best last line to the jingle. This 
nationwide contest, which closes 
Oct. 5, will be conducted exclu- 
sively through Reliance’s retail 
outlet stores. No purchases will 
be required of boys entering the 
contest. 

Complete dealer promotional 
kits including a supply of contest 
entry blanks, four large display 
cards and advertising mats for 
local insertion will be supplied to 
retailers. 


Sponsors Temperatunes 


M. J. Lanahan, Ince., Chicago, 
automobile, used car and truck 
dealer, has signed with Starr 
Radio Productions, Inc., Chicago, 
to sponsor Temperatunes, tran- 
scribed temperature jingles with a 
different jingle for every degree 
of temperature, over local stations. 
George H. Hartman Company, 
Chicago, is the agency. 


Names Fischer 


J. D. Fischer, New York district 
manager since 1943, has been 
named manager of specialty prod- 
uct sales of Wood Conversion Com- 
pany, St. Paul, manufacturer of 
Balsam-Wool and Nu-Wood insu- 
lation, Tufflex and other wood fiber 
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New Turkey Steak 
Promises All-Year 
Market for Birds 


CLEVELAND — Turkeys may soon 
be as large as the ostrich, accord- 
ing to the Poultry and Egg Na- 
tional Board and the National 
Turkey Federation. 

Reason for that is the new pro- 
cess of producing boneless turkey 
steaks, announced by the groups 
at their annual conventions here 
last week. Per capita consump- 
tion of turkey, once almost ex- 
clusively a holiday bird, has in- 
creased rapidly in the last few 
years, from 1.8 pounds annually 
in 1930, to 4.5 pounds last year. 
While satisfying wartime de- 
mands of the armed forces for 
large turkeys, poultry raisers 
learned that it is more economical 
both to producer and consumer to 
raise 25 to 40-pound birds. Dif- 
ficulty, of course, was the inabil- 
ity of the average family to utilize 
such large foul. 

Solution to the problem was 
disclosed when a tested method of 
processing the turkey meat, in or- 
dinary machines used by butchers 
to make cube steaks or veal cut- 
lets, was demonstrated nationally 
for the first time. The turkey fed- 
eration and the national board see 
in the development a possibility 
for turkey to become a staple 
year-’round food item, and the in- 


dustry to become a major live- 
stock enterprise. 


Packers, chain stores, frozen 


food plants, meat retailers, hotels 


and restaurants are principal pros- 
pects for the new boneless steaks. 


| Advertising and promotion plans 


have not yet been completed. 


Extends Newspaper Ads 


Wm. Sheinker & Son, New York, 
whose advertising has been ap- 
pearing in roto sections of leading 
Sunday newspapers along the At- 
lantic seaboard this summer, will 
launch a nationwide newspaper 
drive in September for Holland 
House non-alcoholic cocktail 
mixes. Owen & Chappell, Inc., 
New York, is the agency. 


Names C. A. Loney 


C. A. Loney has been named 
Philadelphia manager of Power 
Plant Engineering, Chicago, which 
will soon change its name to 
Power Engineering, and of Tech- 
nical Publishing Company’s new 
publication, Plant Engineering. 


Deel lnitact 
with Latin-American Buyers— 


your export market for heavy 
construction equipment 


Reach key buyers in Latin-America 
for all materials and equipment 
used in construction and mainte- 
nance of roads, streets, airports 
and all types of big-job construc- 
tion — 11,700 CCA, 


Write for Readership Survey and 
complete information on how you can 
sell your product in this great export 
market. 


PUBLISHING COMPANY | 
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Field Bids for 
‘Chicago Times’; 
Plans 2 Tabloids 


Offers $5,339,000 
for Paper; ‘Times’ 
Men Would Take Over 


Cuicaco—Rumors of more than 
a year’s standing finally blos- 
somed into near-fact Wednesday 
when a formal offer to purchase 
the Chicago Times was revealed 
by Marshall Field, publisher of 
the Chicago Sun, and Richard J. 
Finnegan, Times publisher. 

Mr. Field has offered to pur- 
chase all the capital stock of the 
Chicago Times, Inc., at $60 a 
share, a total of $5,339,000 for the 
88,977 shares outstanding. His 
offer is contingent upon the sale 
of at least 65,500 shares by Aug. 
25. There are 488 Times stock- 
holders, with the majority of the 
holdings allegedly held by work- 
ing executives on the newspaper 
staff. In addition, International 
Paper Company is said to own 
6,000 shares of stock and $2,500,- 
000 of debentures maturing Dec. 
1, 1949. 

If the deal goes through—it has 
been accepted personally by Mr. 
Finnegan, James A. Griffin Jr., 
2nd vice-president, and Robert 
Walshaw, secretary-treasurer—the 
Sun would become a morning tab- 
loid, and a combination Sun- 
Times would be published on 
Sunday. 


‘Times’ Takes Over 


Mr. Finnegan would continue as 
editor and publisher of the Times 
and would also become executive 
vice-president of the Sun. In ef- 
fect, Times personnel would 
largely take over direction of both 
papers, with Leo Abrams, Times 
advertising director, directing ad- 
vertising activities of both pub- 
lications, and J. F. Shanahan, 
Times circulation director, han- 
dling this phase of the operation 
with the assistance of Donald J. 
Walsh, present Sun circulation 
manager. Mr. Field would con- 
tinue as publisher and editor of 
the Sun. 

Production of the two papers 
would be moved to the present 
Times plant on Wacker Dr., since 
the contract under which the 
News now prints the Sun is said 
to be subject to cancellation on 
30-day notice. 

Three weeks ago Mr. Field an- 
nounced acquisition of a site for a 
publishing plant on the north 
branch of the Chicago River at 
Wabash Ave., and it is expected 
that plans: for construction of a 
plant there will be carried out, 
since the Times lease on the 
building it occupies expires in 
1952. 


Had Tough Going 


Average daily circulation of the 
Sun for June was 362,294. Sun- 
day average for the six months 
ended “March 21, 1947, was 467,- 
716. Times daily circulation dur- 
ing June was 474,419, and for the 
six-month period on Sundays, 
545,438. The Times has a flat gen- 
eral advertising rate, daily or Sun- 
day, of 65 cents a line. The Sun’s 
rate is 58 cents daily and 65 cents 
Sunday on an open rate, and 54 
cents daily and 61 cents Sunday 
for 10,000 lines or more. 

Marshall Field launched the Sun 
four days before Pearl Harbor 
Day in 1941, and while the paper 
at one time reached close to 400,- 
000 daily circulation, it has never 
operated in the black, its net loss 
over the period since its establish- 
ment being estimated at well over 
$10,000,000. 

The Times was launched in 


1929, as an offshoot of the Chicago 
Journal, which S. E. Thomason. 
former Chicago Tribune business 
manager and at that time pub- 
lisher of the Tampa Tribune, and 
John S. Bryan, Richmond, Va., 
publisher, had bought in 1928. Its 
name and circulation were sold to 
the Daily News in August, 1929, 
and the following month Mr. 
Thomason, retaining the Journal 
printing plant, news service and 
personnel, brought out the Times, 
Chicago’s first and only tabloid. 
Richard Finnegan, present Times 
publisher, who had been editor of 
the Journal, was active in the or- 
ganization of the new paper, and 
became publisher on the death of 
Mr. Thomason in 1944. 

The Times, too, had its ups and 
downs, and was deeply in debt to 
International Paper Company 
during the depression days. Dur- 
ing recent years, however, the 
paper has been extremely pros- 
perous, and much of its funded 
debt has been retired. 


WAA May Ship 
Surplus Machine 
Tools to Europe 


WASHINGTON—Maj. Gen. Robert 
M. Littlejohn, War Assets Ad- 
ministrator, has introduced a new 
element into final disposition of 
huge quantities of war-surplus 
materials. 

He declared, at an “anniver- 
sary” press’ conference, that 
studies were being made as to 
possible use of sufplus goods for 
European aid under the Marshall 
Plan. He mentioned machine tools 
as one of the prime items being 
considered for possible shipment 
to Europe. 

Gen. Littlejohn, in marking the 
completion of his first year as 
head of WAA, made a merciless 
comparison of his accomplish- 
ments as contrasted with those of 
his predecessors. He pointed out 
that the $34 billion disposal job 
was 55% complete on June 30, 
1947; a year previous it was 15% 
complete. 

The monthly disposal rate, he 
said, has doubled during the past 
12 months. For the first six 
months of 1947, said Littlejohn, 
disposals have averaged about $1 
billion a month. 

After reviewing the difficulties 
he “inherited,” the general out- 
lined some of the actions which 
changed the complexion of his 
task, and he attributed a good 
measure of the success to his ac- 
tion in “recruitment of merchan- 
dising talent from industry and 
the hiring of industry advisers on 
a full-time basis.” 


NAS, APA Adopt New 
Code to End Disputes 


The Newspaper Advertising 
Service and American Press Asso- 
ciation, which between them rep- 
resent nearly 90% of the country’s 
weekly newspapers, have adopted 
a joint code of ethics and agreed to 
submit disputes to arbitrating com- 
mittees which will correct the sit- 
uation. The two groups have also 
approved a plan which calls for 
the elimination of duplication of 
lists and confusion arising from 
differing rates and _ circulation 
statements. 

All dailies not now participating 
in the national selling promotion 
will be asked to designate one of 
the groups as its representative. 
When either group receives an 
order from an agency, it will ask 
the agency to divide the contract 
between NAS and APA according 
to the papers each represents, or 
the organization securing the order 
will turn over to the other the ads 
for the papers it represents. 


Drops Two Accounts 

Harrington, Whitney & Hurst, 
San Francisco, has resigned the 
account of Circus Foods, Inc., 
Circus peanuts, and Joseph Mag- 
nin, women’s apparel stores in 
northern California. 


field early in August as copy chief. 


tising, which now handles Drene. 


tavern eating establishments, etc. 


cooking appliances. 


pany, Newark, as manager of its 


Last Minute News Flashes 


Egan Named Doherty Copy 
' New YorK—James Egan, formerly in charge of copy on Drene, for 
Kastor, Farrell, Chesley & Clifford, will join Doherty, Clifford & Shen- 


Chief 


Before joining the Kastor agency 


Mr. Egan was a copy group supervisor for Kenyon & Eckhardt. Wil- 
liam H. Lewis Jr., formerly account executive with Kastor, Farrell, 
Chesley & Clifford, on Drene, reportedly is joining Compton Adver- 


Starts Newspaper Drive for Nabisco Saltines 

New YorK—National Biscuit Company is launching a newspaper 
campaign for new Nabisco Saltines, through McCann-Erickson, in 
sales-agency markets in the Chicago-St. Louis-Minneapolis triangle. 


Willcox Leaves Evans for Burton Browne 

Cuicaco—L. G. (Tim) Willcox, vice-president of Evans Associates, 
Chicago industrial advertising. agency, and previously for 16 years 
with McGraw-Hill and Chilton, will join Burton Browne Advertising 
Agency Aug. 1 in an executive capacity. 


Hotpoint Doubles Commercial Counter Promotion 
Cuicaco— A new custom-matched line of electric commercial 
counter cooking appliances will be given $75,000 of promotion from 
September through December by Hotpoint, Inc. 
pages of advertising in 17 business papers, starting with spreads, the 
company will use sales manuals, broadsides, folders, envelope stuf- 
fers and display backgrounds to reach drug stores, lunch counters, 


In addition to 82 


The line includes matched fry 


kettles, waffle baker, griddle, hotplate and griddle-grill, all of which 
can be combined in any sequence to look like a built-in bank of 


Donnelly Heads Reach’s N. Y. Office 


New York — Robert E. Donnelly, formerly an account executive 
with Compton Advertising, has joined Charles Dallas Reach Com- 


New York office. Before joining 


Compton, Mr. Donnelly was with Gardner Advertising Company. 


Northlich to Become Durstine Client Service Chief 

CINcINNATI— W. R. Northlich, director of advertising for Owens- 
Corning Fiberglas Corporation, Dayton, has resigned to join the Cin- 
cinnati office of Roy S. Durstine, Inc., as director of client service. 
The appointment is effective Aug. 1. 


More Joske Data 
on Retail Radio 
Released by NAB 


WASHINGTON — “Radio con- 
tributed directly to an average 
sales increase of 61.96% in three 
test departments,” according to 
the latest chapters of “Radio for 
Retailers” which have been is- 
sued by the National Association 
of Broadcasters. ; 
The book, which is being re- 
leased “serially,” covers a year- 
long test of radio conducted at 
Joske’s of Texas, San Antonio de- 
partment store. 

During the six-month period— 
June to December, 1946—Joske’s 
set up three test departments— 
infants’ wear, inexpensive dresses 
and inexpensive coats—which 
were promoted by radio, and three 
“control” departments — better 
dresses, better coats and better 
suits—which were given normal 
promotion but no radio support. 

According to the National As- 
sociation of Broadcasters, the 
study proved: 

“1. Radio contributed directly 
to an average increase in sales of 
61.96% in the three test depart- 
ments. 

“2. Radio contributed directly 
to an average increase of 46.89% 
during the first six weeks of its 
use, and 76.99% during the sec- 
ond six weeks. 

“3. Radio advertising has 
greater ‘carry-over’ value. Al- 
though sales decreased when radio 
advertising was discontinued, the 
average decline in those depart- 
ments where radio was used was 
not as great as in comparable de- 
partments where radio was not 
used. 

“4, Results of this test support 
the results of other methods of 
measurement, which have _ indi- 
cated that radio is an effective 
force in the promotion of retail 
sales.” 


Appoints Ad Director 

Jeff Twentyman, formerly ad- 
vertising director of Metropolitan 
Clothing Company, Dayton, and 
before that with Hart, Schaffner & 
Marx, Chicago, has joined Brown- 
ing King & Co., New York, as ad- 
vertising director. 


Census Bill 
Dies on Vine 
in the House 


WASHINGTON — Unless a miracle 
happens in the closing hours of 
Congress—and none is expected— 
new census legislation is doomed 
for this session. 

Enabling legislation (H.R. 1821 
and S. 554) calling for simul- 
taneous censuses of business and 
manufactures every five years, be- 
ginning with 1947, passed the 
Senate without difficulty and was 
unanimously approved by the 
House post office and civil service 
committee. ‘. 

However, it has never been pos- 
sible to maneuver the message to 
a vote on the House floor. Twice 
the bill has been brought up on 
the consent calendar—the last 
time on July 21—and twice it has 
been blocked by routine objec- 
tions. As a result it is almost 
certain to languish on the calendar 
as Congress rushes home. 

A census of manufactures cov- 
ering 1947 will be taken anyhow, 
since existing law already cavers 
such a census, and $4,000,000 has 
been appropriated for it. There 
will not be a census of business, 
covering retail and wholesale 
trade, until 1951 at the earliest, 
however, unless the stymied legis- 
lation, which was backed by the 
U. S. Chamber of Commerce, the 
American Marketing Association 


and scores of other’ business 
groups, is adopted. 
Joins Cecil & Presbrey 


Cecil & Presbrey, New York, 
has appointed Yvonne McHarg di- 
rector of fashion publicity, suc- 
ceeding Ruth LeBron, who has 
been named an account executive. 
Miss McHarg was formerly on 
the public relations staff of Du 
Pont, New York, and fashion and 
decoration editor with Conde Nast 
Publications. 


Elects Fortune V.P. 


A. R. Fortune has been elected 
vice-president and director of sales 
of the Rochester Paper Company, 
Rochester, Mich. He has been with 
the company since 1926 as a la- 
borer, sales engineer and sales 


67 


General Foods Ad 
Is Philosophical 


re Profit Decline 


New York—General Foods Cor- 
poration last week presented its 
sales and earnings figures for the 
first six months of 1947, and 
simultaneously released a 1720- 
line, single shot ad to the New 
York Herald Tribune, Times and 
Wall Street Journal, and several 
financial publications. 

The copy showed a family, and 
the headline read “It’s More Than 
a Matter of Dollars and Cents,” 
with copy pointing out that Gen- 
eral Foods believes it has three 
responsibilities: (1) to provide 
jobs for people, (2) to provide 
profits for people, (3) to serve the 
people. 

The company may spread the 
advertisement to plant towns, and 
it is considering its use in the 
cities where it has district offices. 
Young & Rubicam is the agency. 
GF’s annual report showed in- 
creased sales but declining profits; 
sales for the first half of 1947 
were $189,435,000 compared to 
$151,648,000 for the comparable 
period of 1946, while profits were 
$8,136,000 for 1947, as compared 
with $8,936,000 for the first half 
of 1946. 
Clarence Francis, GF chairman, 
attributed the reduced profit to a 
temporary situation due to shrink- 
age of inventories in trade chan- 
nels, and a break in the market 
“of an important raw material” 
(presumably coffee). By June, 
Mr. Francis said, this trend had 
disappeared and sales volume 
was “in line with expectations.” 


STANDARD BRANDS’ SALES 
CLIMB; PROFITS DROP 

New YorK—Net sales of Stand- 
ard Brands, Inc., and its sub- 
sidiaries rose 20%, to $147,463,527, 
for the first six months of 1947 
but its earnings declined 40%, to 
$3,834,536, for the period. 

James S. Adams, president of 
the company, said that all-time 
high prices of raw materials, and 
the unwillingness of the company 
to pass the increases on to the 
public in the form of higher 
prices, cut the company’s gross 
profit margin in the first half. to 
the lowest level in its history. 

In the first half of 1946, sales 
were $123,054,424, earnings were 
$6,440,209. 


FTC Cracks Down 


on Lottery Sales Plan 

The FTC last Friday issued an 
order against Jack Klein and 
Martin D. Friedman, trading as 
Friedman-Klein Sales Company 
and Western Novelty Company, 
Kansas City, Mo., prohibiting them 
from selling or otherwise dispos- 
ing of merchandise by the use of 
lottery devices. The respondents 
sell belts, novelties, candy and 
other merchandise to jobbers and 
retailers for resale. The commis- 
sion found that in distributing the 
merchandise they included in the 
assortments punch boards or push- 
boards, by means of which sales 
were made to the purchasing pub- 


lic. 

According to the findings, such a 
sales plan involves use of a lottery 
or game of chance and is a prac- 
tice contrary to an established pub- 
lic policy of the government. The 
order was concurred in by all the 
commissioners; respondents admit- 
ted all material allegation and 
waived intervening procedure. 


Biow Has Cresta Blanca 


In a story on Schenley advertis- 
ing agencies (AA, July 21), BBDO 
was mentioned as agency for 
Cresta Blanca wines. Cresta 
Blanca is handled by Biow Com- 
pany. Cresta Blanca and Roma 
wines both are advertised on “Sus- 
pense” on CBS Thursday nights, 
and Cresta Blanca also is using 
magazines. La Boheme wines are 
conducting a newspaper campaign. 


manager. 
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All are handled by Biow. 
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Burn 
addicts 


..1n the 


business situation 


Remember when 
customers would run after 
‘you, begging you to let them 

| buy your product? 


Today, the chase is still on... but 
you know who is pursuing whom! 

Not that people have suddenly 
stopped being customers. Customer 
spending is well ahead of last year. 
However, competition and careful buy- 
ing have moved in. Consumers with 
higher living costs to watch, and with 

‘ more items to choose from, are shift- 
ing their views as to the best use of 
their money. 

Each individual business faces again 
the problem of stimulating sales and 
directing buyers’ preferences. That 
calls for sifting of facts about adver- 
tising costs and shifting of advertising 
dollars to where they will produce 
more sales—FOR YOU. 

One way to get more out of every 
advertising dollar is to use PUCK, 
THE COMIC WEEKLY where 


37¢ Does the Work of $1.00! 


For 37¢ in PUCK you get as many 
readers of advertising as would cost 
you a dollar in either Collier’s, Life, or 
Saturday Evening Post!* 


PUCK, THE COMIC WEEKLY is 
distributed with 15 great Sunday news- 
papers from coast to coast. Its circu- 
lation of more than 7,250,000 exerts 
national sales influence on families in 
more than 7,000 places of 1,000 popu- 
lation and over. 


Influence Means Response! 
Response Means Sales! 


The reason for that influence is sim- 
ple: PUCK’s all-star characters weave 
a tapestry of human interests that 
affects the habits, attitudes, and way 
of life of more than 15,000,000 adults 
plus millions of young people. They 
get laughs with The Little King and 
Donald Duck, thrills from Flash Gor- 
don and Jungle Jim, adventure in The 
Lone Ranger and Steve Canyon, his- 
tory from Prince Valiant and Dick’s 
Adventures in Dreamland, and warmly 
human glimpses of family life in 
Blondie and Jiggs and Maggie. 

The same influence of PUCK’s char- 
acters that creates new tastes in food, 
new habits in health, new fads in fash- 
ion, new ideas in learning, travelling, 
working and living . . . is available for 
manufacturers whose advertising ap- 
pears regularly in PUCK! 


*Proof? Write us for the figures and readership 
statistics compiled by Daniel Starch and Staff. 
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Proof of Puck’s Power 


Here is the roster of the na- 
tion’s leading manufacturers 
who have been using PUCK 
successfully for many years: 


10 Years and Over 


Colgate-Palmolive-Peet Co. * Gen- 
eral Foods Corp. * General Mills, 
Inc. * A. C. Gilbert Co. * Gillette 
Safety Razor Co. * Andrew Jer- 
gens Co. * Lamont Corliss & Co. * 
Lever Bros., Ltd. * Lionel Corpo- 
ration * Procter & Gamble Co. * 
The Quaker Oats Co. * Ralston 
Purina Co. * R. J. Reynolds To- 
bacco Co. * Standard Brands, Inc. 
* Wilson Chemical Co. 


5 to 10 Years 


Walter J. Black, Inc. * Chese- 
brough Mfg. Co., Con’d. * Corn 
Products Refining Co. * Corning 
Glass Works * Cudahy Packing 
Co. * Doubleday & Co. * Ever- 
sharp, Inc. * General Electric Co. 
* Geo. A. Hormel & Co. * Interna- 
tional Cellucotton Products Co. ¢ 
S. C. Johnson & Son, Inc. * Lam- 
bert Pharmacal Co. * Thos. Leem- 
ing & Co., Inc. * Pepsi-Cola Co. * 
W. A. Sheaffer Pen Co. 


Under 5 Years 


American Home Products « The 
Borden Co. * Ford Motor Co. * 
Gum Products, Inc. * Hall Bros., 
Inc. * Kellogg Co. * National Bis- 
cuit Co. * Parker-Johns * Radio 
Corp. of America * R. K. O. Radio 
Pictures, Inc. * Seven-Up Co. * 
Unicorn Press * D. Van Nostrand 
Co. * Wm. R. Warner & Co. °* 
Wildroot, Inc. * Wm. H. Wise Co. 
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The Only NATIONAL Comic Weekly 
A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
Hearst Building, Chicago 6, Ill. 
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